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Mr. Maynard Clemns, Jr. September 22, 
McCall's Magazine 

230 Park Avenue 

New York 17, New York 


Dear Clen, 


I just wanted to drop you a brief note to tell you som- 
thing which I am sure will please you and has certainly amazed me. 
As you know, during 1960 we have been running an ad, full page, 
four color, featuring three lambs in a bed made up with Dan River 
fashion border sheets. This ad, in the past six months, has run 
in several publications without any unusual direct response froa 
consumers to the Advertising Department here. However, in Sept- 
ember that ad appeared as a junior four color page in McCalls, 
and we have since received letters from all over the United States 
asking for reprints of the ad suitable for framing. In every 

case the writer has stated that they saw the ad in the September 
McCall's Magazine. 


This amazing response to this ad, ich has already run 
in several other publications, is certainly a testimonial of the 
highest order to the interest and enthusiasm and extent of McCall's 
reader audience. 


Congratulations to you and the rest of the fine staff at 
¥cCall's. 


Best regards. 
Cordially, 


DAN RIVER MILLS, Incorporated 
/ 
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b 


k. Ww. Barber 


Director of Advertising 
amd Sales Promotion 


This letter from Dan River’s advertising and 
promotion director is further proof that 
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FIRST MAGAZINE FOR WOMEN 


the slipsheet 


an informal ‘‘f.y.i.’? before you read the issue For issue of October 21, 1960 


Our people were able to borrow a little of Vice President Richard Nixon's 

rime electioneering time the past fortnight, and the result begins on page 
ie. We asked Mr. Nixon seven specific questions, the answers to which are 
of major interest to marketing executives. Journalistically, this story is 
the kind of exclusivity we shoot for. 


ee. & 


We're proud of this issue. It's fat, hefty, laced with put-to-work ideas, 
bread-and-butter how's and why's. Test the editorial pages for yourself. 
If you're in the agency or media end of things, remember that the magazine 
is edited for your customers. 


Take a look at the advertising pages. See how our advertisers are address- 
ing themselves to the nation's sales-minded executives. And note who the 
advertisers gre, 


For example, subscribers who are wrestling with the logistics of deploying 
salesmen by automobile may find the three automotive advertisements in this 


issue extremely helpful. Idea-sparking. (American Motors; Chevrolet 
Div.; Studebaker Packard Corp. ) 


If packaging is uppermost in the subscriber's mind, this issue gives him 
plenty to chewon. We lead off editorially with the first of three 
whopping consumer attitude studies on packaging (exclusive, again). And the 
subscriber will have an opportunity to get better acquainted with this 
issue's packaging materials advertisers--ten of ‘em. 


Does he want to get somewhere in a hurry? Or send his top sales producers 
off on an award holiday? He'll find the advertising of three important 
airlines in this issue. Or maybe the immediate problem is moving his 
products to the right place at the right time. In that case,he'll look 
carefully at the advertising of Denver Chicago Trucking,Bmery Air Freight, 
North American Van Lines and the Air Express Division of Railway Express-- 
all advertisers in this issue. 


But if he has no problems, if he has it made, what then? Let us suggest 
that he turn to the donded Havana cigar advertisement herein-- 
Garcia y Vega, Inc. 


*## # # 
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“the slipsheet’’ is included only in complimentary copies. 


This power plant will be placed 
service early in 1961, It will 
$1,395,000 worth of switchgear. 


Whose switchgear are they reading about 
| | in POWER ENGINEERING? 
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PUSH-BUTTON 
NUMBERS 


The sad part about push-button cir- 
culation figures is that the advertiser 
pays for them—and pays hand- 
somely. And the cost of tickets to 
The Numbers Game, already pretty 
high, goes up every time a publisher 
pushes a button and says: ‘“‘Add 
another 3,000 names, George.” 


In ABP businesspapers, on the other 
hand, no amount of button pushing 
is going to produce 3,000 circulation 
—for this circulation has to be paid 
for . and new subscribers just 
don’t jump into line when a pub- 
lisher pushes a button. Advertising 
rates that go up at a publisher’s de- 
cision are somehow harder to swallow 
than those that rise in response to 
reader demand. 


We have nothing against numbers, 
understand — when they have dollar 
signs attached. But we feel that 
numbers per se are not the be-all 
and end-all in judging publication 
values. And we go so far as to say 
that a man who pays $x to sub- 
scribe to a publication is more mean- 
ingful, even as a sheer number, than 
one who pays nothing. He wants the 
publication more than he wants $x. 


If you feel, as an advertiser, that 
the reader should meet you half way 
by paying for a publication, you can 
be sure you’re putting your money on 
the right numbers when you put it 
in publications bearing this symbol: 


pSSOCi4, 


{ARDY 


¢s Cg 
Ss pus 
The plus value of paid circulation is “wantedness” 
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COMING NOVEMBER 10 


Marketing on the Move 


A special issue devoted to the challenge 


and opportunities in marketing tomorrow 
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when it’s a case 
of having the 
office at your 
fingertips... 


Executive Offices: 630 Third Ave., New York 17, N. Y., YUkon 6-4800 


HIGHLIGHTS 


ACCORDING TO HOUSEWIVES ... 


.. packaging does influence their food buying habits. 
They're suckers for efficiency and convenience, have 
little use for products that don’t give it to them. In 
part lota 3-part report, 1.089 housewives show just 
how important packaging can be. Page 37 


NEW RISKS IN PRICE CUTTING 


It's getting more dangerous and more difficult to cut 
prices in a particular market. The Supreme Court's de- 
cision to uphold FTC “discrimination” charges against 
Anheuser-Busch adds up to more trouble for marketers 
cutting prices in various areas of the country. Page 46 


SMOOTH HAIR AND DE-FLUFFED EYEBROWS 


If there were any “Image” possibilities for Jack and 
Dick (youthful earnestness -* depth of experience), DESK-FOLIO 
even these have been combed away in the strange de- 
personalizing that has come into politics. Contrasted 
with the blazing political images created in yester- 
year, neither Presidential candidate stands out—neither 


is easy to market Page 134 


(For the Nixon view on marketing, see page 48 


NO CALL REPORT, NO MONEY . 


That's the story at A. H. Rice Co., where incorpora- 
tion of full call reports with expense account form 
guarantees timely reporting from salesmen. Coming 


in weekly, this field information is giving Rice potent 
marketing scoops on trends, customer needs, com- 


petitor’s activities. 


Page 55 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 143 
Advertising Weathervane 84 
Dynomarketer 64 
Executive Shifts 142 
From the Editor’s Side Pocket 7 
Human Side 12 
Worth Writing for 


Letters 

Marketing Newsletter 

Marketing on the Move 

Scratch Pad 

Significant Trends 

They‘re in the News 
70 


Long trips or short, you have 
your important office papers at 
your fingertips, easily classified 
in the 6-pocket folio. Its rein- 
forced front opens out flat or 
folds back as a writing desk. 
‘*‘Desk-Folio’’ cases are of 
TUFIDE (exclusively Stebco) ... 
looks like leather, feels like 
leather, outwears leather 5 to 1 
(guaranteed 5 full years.) 


Another reason why so many 
“blue chip” firms specify Stebco 
TUFIDE. 


See “Desk-Folio’’ at your favorite store 
or write 
STEBCO PRODUCTS 
Chicago 7, Ill. 


Over 41 years of superior quality 
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Please send me the following sa 
of HOSPITALS’ Special Issues a 
Sheet for 1961. 
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(C) Smaller Hospitals Issue 

C) Guide Issue 
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HOSPITAL ASSOCIATION | 
840 North Lake Shore Drive, Chicago 11 
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Among the nation’s 20 largest markets Milwaukee ranks 
g 


fifth in automotive sales per family 


THE SELLING’S FINE IN MILWAUKEE! Milwaukeeans not only 
like to buy cars... they’ve got the money to pay for them 


iM Mil . +f MILWAUKEE iS A TOP TEN MARKET 
‘ersonal net income of Metro Milwaukee s SY.O00 people : ? ee 
iverages over $50,000 000 weekly Median income per family 

The Milwaukee Journal is the favorite of men who sell % of families with incomes over $7,000. . . 6th 


ANY WAY YOU LOOK AT IT — 


cars in Milwaukee. And for good reason: The Journal takes Median value of single dwelling units 
them into 9 out of 10 homes... at milline rates 20°, be 


¢ Retail store sales per family* 
a the 0 ty: een ap of comparable we — € sein ‘iambic emsity 
ive percent Of a ocal-deater new-car newspaper advertising — 
in Milwaukee appears in The Milwaukee Journal General merchandising store 


MEMBER OF MILLION MARKET NEWSPAPERS, INC. Offices Eati ; : 

; - . . ; ing-drinking place sales per fami! 
New York, 529 Fifth Avenue: Detroit, 438 New Cente r nerd Len of 
Bidg.; Chicago; Los Angeles; San Francisco ; 


with coverage of 9 out of 10 families... 
THE MILWAUKEE JOURNAL DELIVERS THE 
GOODS IN MILLION MARKET MILWAUKEE! 
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Follow the LEADER 
in Philadelphia 
and its suburbs 


the A.B.C. 


The 1959 A.B.C. Audit Reports show that 
The Evening Bulletin leads The Morning 
Inquirer in circulation by 145,637 in the 14 
county Greater Philadelphia Market ... The 
Evening Bulletin leads in the city and in the 
suburbs. 


Start with the basics 


And more women read The Evening Bulletin 
than The Morning Inquirer in Greater Phila- 
delphia—on both sides of Philadelphia’s city 
limits. The Evening Bulletin’s female adult 
readership, reported in the 1960 National 
Analysts, Inc. study of adults in telephone 
homes, is 368,000 in the city and 372,000 
in the suburbs. 


EVENING BULLETIN LEAD OVER MORNING INQUIRER 
AMONG WOMEN READERS 


121,000 or 49% MORE in the City 


100,000 or 37% MORE in the Suburbs 
221,000 or 43% MORE in Greater Philadelphia 


No matter how vou look at it. The Evening 
Bulletin leads in circulation and _ readership 
Follow the 
leader in Philadelphia and its suburbs—The 
Evening Bulletin. 


throughout Greater Philadelphia 


In Philadelphia Nearly Everybody Reads The Bulletin 


The Evening Bulletin Leads in Circulation and Readership 
...in Philadelphia and in Suburban Philadelphia 


A MEMBER OF MILLION MARKET NEWSPAPERS, INC. 


Advertising Offices 30 @ tr . n Francisco @ Angele 


6 Sales Management October 21, 1960 


Philadelphia AB< 


Suburben | 3 ynties beyond the ty in the 14 
P eal 


ail - NOTES FROM THE EDITOR'S SIDE POCKET 
A RRR ET NON AETES EA SR 


A Bow to ABC and Bell & Howell 


The program planners of the ABC network have been criticized for 
giving viewers a fare too heavily spiced with westerns and gangsters. 
Serious-minded educators and social scientists have deplored the effect 
of this low-grade entertainment on the young. 

ABC's original comeback, as I have understood it, was that they 
were in a fight for survival with NBC and CBS, that as of several years 
ago the latter two networks had locked up most of the stars and most 
of the advertisers, that ABC’s only chance to grab a bigger share of 
the mass audience was to appeal to those who sought entertainment 
only, even if it was of a low nature—and that when they had an audi- 
ence, a fair share of the advertisers and a healthier bankroll, they 
would upgrade their programs. 

Some critics may have felt that it took them a long time to keep 
their promise, but their 1960-61 season seems to have brought about 
a healthy change. Instead of relying so heavily on a Hollywood diet 
the network outbid its rivals for NCAA football, is delving into con- 
temporary history with a series of programs built around the life of 
Winston Churchill, and dares the bigots and the prejudiced with an 
hour-long show, “Cast the First Stone,” on discrimination as practiced 
against minorities in the North. It was the first of a new series of 
documentaries called “Close-up.” 

That show took courage to produce. Undoubtedly it offended some 
viewers, roiled some important people among national advertisers and 
agencies. Very likely it had a smaller audience than a gangster pic- 
ture it may have replaced. 

But I have a strong feeling that “Cast the First Stone” is the kind 
of television that will keep television healthy, and a growing influence 
for good in our society. With more such quality programs in valuable 
weekday time there will be less and less criticism of the medium in 
Washington or from opinion leaders 

And, happily, “virtue” didn’t have to be its own reward, for the 
whole tab on this absorbing September 27 program was picked up by 
Bell & Howell. That required high courage, too. Undoubtedly there 
must have been play-it-safe guys who told B&H executives, “Never 
take the chance of sponsoring something that is controversial; stick to 
programs that are amusing and entertaining; aim at the largest pos- 
sible audience.” 

Perhaps the numbers game makes sound sense to makers of low- 
price convenience goods, but for products like those of Bell & Howell, 
a smaller but better-educated and better-heeled audience has its ad- 
vantages. And why should any advertiser be afraid of a program 
that causes people to think? Maybe it will help to make them think 
favorably of the product 


Correction Please, Senator Kennedy 


Slams at salesmanship and Madison Avenue aren't confined to on 
party this election year. Latest to get into the act was Senator 
Kennedy, according to my friend Ed Miller, of Grand Rapids. In a 
letter to the Senator he writes, in part: 

“In your recent speech at San Francisco, you are quoted as saying, 
‘What we need—what we seek—what this campaign is intended to 
bring is action instead of drift- leadership, not salesmanship—and dedi- 
cation, in place of mediocrity.’ 

“We know of nothing wrong with salesmanship, unless it’s your own 
interpretation and application of it. In our book, intelligent leadership 
does not place a stigma on either salesman ot salesmanship. 


Senator, everyone is a salesman in the broad sense of the term and 


“Trans... - 
transis... : 
transist.. ows 


Five years ago, transistor wasn’t 
even in the dictionary, much less 
in the spotlight. Yet today, semi- 
conductors are a $500 million 
industry ! 

This is one more example of the 
“new, today — old, tomorrow” 
pace of U.S. business. 

In this free-for-all, you have to 
get your product message to the 
people who count, and account for 
purchases totaling 80% of our 
Gross National Product. 

Each month, Industrial Equip- 
ment News reaches some 80,000 
of American industry’s top deci- 
sion makers in over 40,000 plants 
in 452 of the nation’s major 
industries. 

To sell these people who must 
be sold, tell your product story in 
I.E.N. For our new Media Data 
File, write today. 


good for selling 
.. . because it’s 
used for 


INDUSTRIAL EQUIPMENT NEWS 


461 Eighth Avenue, New York 1, N. Y. 


Thomas Publishing Company 
Affiliated with Thomas Register 
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BRUSHED 


A 


POURED 


SQUEEZED 


...aerosol packaging may 


be more 


Does your product meet the requirements above? If so, 
there’s a good chance aerosol packaging can revolutionize 
your sales as it has for manufacturers of hair fixatives, in- 
secticides and many other products. 

Aerosol packaging offers customers the neatest, quickest, 
handiest way ever to apply a product. Result—aerosols are 
increasing their share of the consuther market every year. 

Get the complete story. It’s easy to have your product 


tested by a custom loader—no need for your own loading 


Best-selling aerosols are powered with 


FREHON 


PROPELLENTS 
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BETTE® 


profitable for you 


line. Let Du Pont send you technical data and the names of 
aerosol loaders. It’s one of the many services offered without 
obligation by Du Pont, manufacturer of time-proved “Freon” 
propellents for aerosols. 

FREE BOOKLET, “Package for Profit’, contains information 
on how you can enter this field without major capital invest- 
ment... includes marketing and technical data. For your 
copy, write: E. I. du Pont de Nemours & Co. (Inc.), “Freon” 
Products Division, 2420N-339, Wilmington 98, Delaware. 


GU PONY 


6.4 5 rat orf 


THINGS FOR BETTER LIVING THROUGH CHEMISTRY 


we all have something or other to sell; if we aren't selling things, we 
are selling ideas and/or our personal services. You personally are 
trying very hard to sell John Q. Public on putting you in the White 
House and you have many respected folks on your ‘team’ who are 
dedicated to that same idea. 

“Would your particular brand of leadership, without salesmanship, 
be a guarantee of greater prosperity and that Khrushchev wouldn't 
bury us, or would it be a guarantee that he would? We'll bet that 
there are millions of voters (salesmen vote too) who would like to 
know your answer, and we're one of them.” 

Having gotten that blast off his chest—with no reply from the Sena- 
tor—Ed goes on to tell me of a series of records he has turned out 
for sales training, with the voices and the thoughts of Dr. Ken McFar- 
land, Charles E. Irvin, Joe Mason, Dr. Ralph Nichols and the late 
Bill Alexander 


Telling the American Side 


Subscriber Frank C. Allin has an idea for fostering preference for 
American-made products. He would do it by telling the public of the 
advantages of American products and by de-glamorizing “imported.” 

“Buy American” is no good. It is a negative and selfish approach, 
gives no reason for buying, may even imply that foreign products 
are better. 

Allin’s idea is that our manufacturers, instead of contenting them- 
selves with a tiny “made in U.S.A.,” should advertise and label 
products with such phrases as: 

Quality-manufactured in U.S.A 
Made in U.S.A.—parts and services always available 
Made in U.S.A.—of American material by American labor 


His idea is not intended to limit importing or exporting, but merely 
to slow down what he thinks is a growing public attitude that foreign 
products are better, or more “chic,” merely because they are “im- 
ported.” Space doesn’t permit me to reproduce all of his ideas. If 
you're interested, address him at 395 Kelling Lane, Glencoe, Ill 


“Feed-Back” Should Be Speeded Up 


If we depend upon the recent past to help us decide on plans for 
the future—as most of us do—we have to admit that our interior com- 
munications system is slow and cumbersome 

Steven Dietz, of Kenyon & Eckhardt, drove this point home in a re- 
cent talk before a workshop group of the Assn. of National Advertisers. 
In a typical planning operation the agency submits final plans in Sep- 
tember for activation in the following year, starting in January. “This 
means that the planner starts to work on his plan in July at the latest. 
Now think a minute of the implications of this timetable. 

“Right now plans for 1961 have, in most cases, been put to bed. 
These plans were started, at the latest, in July of 1960. Yet the 1960 
plan, which precedes the 1961 plan and, of necessity, forms the base 
for the 61 plan, had been in operation for only six months when the 
1961 plan was started. And, furthermore, because of the slowness 
of feed-back information from the field, the marketing planner had 
available to him the results of his 1960 operation only through 
April. What this means is that, in truth, the 1961 plan is based 
on the effect of the 1959 plan, unless the 1960 plan had built 
into it methods of evaluation which would give the planner better 
information than he customarily gets, and faster.” 


Mls Seip 


GIFTS 
guaranteed 
to carry your 
best wishes 


A reflection of your good taste 
and judgment, they have the look - 
of quality, the aura of prestige. 
That's why Stebco Business Cases 
are a prized possession of busi- 
ness and professional men. A last- 
ing gift that will be remembered 
and appreciated even at Christmas, 
1970! 

Your favorite Office Supply Store, 
Luggage or Department Store will 
be glad to show you a wide choice 
of Business Case Gift ideas in 
Stebco's exclusive TUFIDE and 
choicest Top Grain Cowhides. 
Popular executive colors. 

For further information and nearest 
dealer write to: 


Stebeo propucts 


Chicago 7, Ill. 
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isiness life. Godf 
ortantly to 
) from ¢ a selective to amass 
.He’s got a very special 
kind “of magic with the women 
of this country. In five month 
Arthur Godfrey has helped in- 
crease our Nielse 
We think this is 
gering. Consequently, 
Arthur Godfrey.99 
Mr. Bruce G 
Marketing Vice Presid 


e 


CREME 


FORMULA 


If, like Clairol, Inc., you’re looking 
for the “special kind of magic” 
that makes the difference between 
a good salesman and a great one, 
we suggest you look to Arthur 
Godfrey. For right now you have an 
opportunity to add the best 
salesman in broadcasting to your 
sales force. Call your CBS Radio 
Network representative today. 


97/SALESMIAN’S SALESMAN: 
~~ ARTHUR GODFREY 
CBS RADIO NETWORK 


HUMAN SIDE 


-S 


From Washington to Kennedy-Nixon 


Twenty-five years ago, J. Doyle De- 
Witt, the history-minded president of 
the Travelers Insurance Companies, 
began a fascinating hobby that, re- 
cently, has threatened to swamp him. 
Being a man with a sense of history 
that—to steal the words of Margaret 
Halsey—“you could lay out flat and 
roll up like a rug,” Mr. DeWitt had 
found the campaign mementos of our 
national Presidential elections fasci- 
nating memorabilia. And, years ago, 
he began to collect these bits of nos- 
talgia 

Recently at Travelers’ headquar- 
ters, 52 Prospect St., Hartford, the De- 
Witt collection, beautifully hung and 
displayed, was opened to the public 
Mr. DeWitt felt that with the nation 
in the middle of a Presidential cam- 
paign, the time was ripe to let lots 
of people—not just the chosen few— 
steep themselves in history in a most 
entertaining way 


®> He has called his collection 
“America Goes to the Polls.” The col- 
lection contains more than 20,000 
items and the exhibit building was 
specially decorated to resemble an old- 
fashioned campaign headquarters 
The place, lit with Baltimore gaslights, 
hung in bunting, opened with a sym- 
bolic torchlight parade. On hand to 
get it off to a flying start was Con- 
necticut’s Governor Abraham Ribi- 
coff, Hartford’s Mayor and, of course 
Mr. DeWitt. The Governor's Foot 
Guard Band provided music 

It was enough to make your hackles 
rise in sheer patriotism. For at the 
flip of a switch, the gaslights glowed 
and spotlights picked out large por- 
traits of the 1960 candidates, Mr. 
Nixon and Mr. Kennedy 

The Travelers added its mite to the 
proceedings: Each person who at- 
tends the exhibit will be given a hand- 
some booklet, which tells the story of 
our Presidential elections, outlines the 
issues of the times, provides profiles 
of the historical figures and a run- 
down of the votes in each election 
Did you know, for instance, that An- 
drew Johnson Lincoln’s V-P, had 
Democrat? Or that Ohio, 
where seven Presidents were born 
ranks second to Virginia 


been a 


(with eight 
as the state which has produced the 
greatest number of U. S. Presidents? 
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CAMPAIGN MEMORABILIA—J. Doyle DeWitt, president of Travelers Insurance 
Companies, points out to Governor Abraham Ribicoff of Connecticut some of the 
20,000 items he has collected over 30 years. Exhibit is open to public until Nov. 8. 


Or that if Nixon wins he will be the 
first native son of California to occupy 
the White House? All these facts 
are brought out in Mr. DeWitt’s col- 
lection 

The exhibit features buttons, ban- 
ners, unusual campaign gadgets 
political cartoons and a Literary Di- 
gest poll that proved Franklin D 
Roosevelt could not possibly win in 
1932! 

Today it is possible to buy really 
expensive jewelry embossed with the 
likeness or name of your favorite 
Democrat or Republican. But in the 
past you had to confine your ardor to 
such specialties as shaving mugs 
watch fobs, hat boxes, plates and 
scarves. (In the McKinley-Roosevelt 
campaign young ladies went about 
twirling parasols embossed with the 
likeness of their favorite. ) 

One of the more fascinating pieces 
of the exhibit is a recording of the 
voice of every U. S. President since 
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Two women 
have been named to run the Presi- 
dential race: One, Mrs. Belva Lock- 
wood, home-made cakes, 
cookies and pies when she was se- 
lected. The other, Mrs. Victoria 
Claflin Woodhull, was chosen at a 


Benjamin Harrison 


sery ed 


time when another Victoria sat on 
England's throne. The names of Mrs 
Woodhull and Mrs. Lockwood, let it 
be noted, did not appear on the official 
ballot, despite their willingness to 
run 

Some of those old campaign Car- 
toons got really nasty, too. One of 
General Zachary Taylor, Mexican War 
hero, shows him sitting on a pyramid 
of skulls. Today's cartoonists do not 
go quite that far 

DeWitt, the father of this stagger- 
ing collection, hails from Iowa. Not 
a single President of the U. S. calls 
that state his birthplace. It might 
have something to do with Mr. De- 
Witt's hobby! ° 


ERIC HARTMANN—MAGNUM PHOTOS 


“ALL THAT IS NECESSARY 
FOR THE FORCES OF EVIL 


TO WIN IN THE WORLD IS 
FOR ENOUGH GOOD MEN 
TO DO NOTHING” 22.unc cunme- 


VOTE TUESDAY NOV. 8 


This message was created in our agency to remind our people that voting is not a right, not a privilege, but a responsibility of citizenship. It appears 


here in the belief that others will also find these words a timely reminder of a basic principle. YOUNG & RUBICAM, INC. Advertising, New York. 
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American 4-door Super Sedan—For 1961 the Rambler American is more compact outside, 
yet has room for six average adults inside. A Rambler American Custom swept to first 
place over all other compacts in the 1960 Mobilgas Economy Run! Also available in 2-door 
sedan, 2-door business coupe, 2- and 4-door station wagons. 


A FULL LINE OF FLEET PROVED 
COMPACT CARS FROM 


RAMBLER | 


Rambler for 1961 offers three series of compact fleet cars 
—the world’s widest choice of models—with a host of 
new man-saving, money-saving features including... . 


e New die-cast aluminum engine proved in two million 
rugged test miles for durability, performance and 
economy... standard on Classic Custom .. . optional 
extra on other Classic models. 


New Ceramic-Armored muffler and tail-pipe guar- 
anteed against defect as long as they’re in the service 
of the original fleet owner. 


New molded fiber-glass ceiling that cuts road noise 
30° ... inereases headroom .. . featured on all 
Classic and Ambassador models. 


Recent fleet surveys prove Rambler maintenance costs 
are lowest of all cars, Rambler resale value is tops. See 
how much more money you save with Rambler— 
America’s Economy King! 


American Motors Fleet Department will coordin- 
ate purchases for fleet users throughout the coun- 
try—with or without trade. 


No obligation! Demonstrators available 
for ‘‘on-the-job”’ test! 


SEE YOUR RAMBLER DEALER 


or write or wire 
FLEET SALES DEPARTMENT—Dept. L-1021 
AMERICAN MOTORS CORPORATION 
14250 Plymouth Road, Detroit 32, Michigan 
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Rambler Classic 4-door Super Station Wagon— Here's 
80 cubic feet of cargo room for tools, samples, display 
material, light machinery. Choose from two 6's or 
high-performing V-8. Initial price may be actually 
less than competitive sedans you are now using. Choice 
of heavy duty equipment. 


Rambler Classic Super 4-door Sedan—Fast becoming 
America’s most popular fleet sedan. If your company 
leases fleet units, ask your leasing company for low 
Rambler rates or write us for the names of leasing 
companies with whom we have working arrangements. 


66 HO’s losing whose marbles? Why did we put so much 
of the metro market budget in the New York News? It’s 


simple arithmetic, that even you ought to be able to understand, Howie. 


The News has the lion’s share of buying power in the market — 
510,000 readers in over-$10,000 families— which is 170,000 more than 


the sheet you're so sold on. And 3.310.000 readers in over-$5.000 


families. You have to buy three other papers to match it!” 
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Sales Management 


“Out of stock” is a sale lost, as any sales 
manager knows. The ability to give fast and 
dependable delivery to your dealers is what 
rings up extra sales. 

Air freight plays an indispensable role in 
modern marketing. Here’s how the Polaroid 
Corporation uses it: 

*“*We use Emery Air Freight in our day -to- 
day operations,” said Mr. Jud M. James, 
National Sales Manager, “‘to ship our 60- 
second Polaroid Land Cameras and new ‘3000’ 
speed film to dealers whose sales have out- 


Focusing 
on 
Sales 


stripped their expectations. Replacement mer- 
chandise is needed in a hurry. Emery enables 
us to keep up with increased demand. We use 
Emery because of its speed, coverage, and 
prompt teletype information service.”’ 

Businesses, large and small, can use Emery 
profitably in their sales and marketing pro- 
grams. To find out how Emery’s air freight 
marketing services can help you, call your 
local Emery representative today. Write for 
idea-packed booklet : ‘‘6 New Ways to Promote 
Your Products by Air Freight.”’ 


EMERY AIR FREIGHT 


801 Second Avenue, New York 17. “EMERY —Worldwide Blue Ribbon Service” 
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SIGNIFICANT TRENDS _ 


Recession? Maybe Not—But Be Ready 


The predictions for 1961 are now coming thick 
and fast. And, although many “experts” burned 
their fingers on the “soaring sixties” just a year 
ago, they still seem to be willing to hang a name 
onto an upcoming year. But this time, the name is 
recession, maybe mild, maybe short, but still re- 
cession. Although the predictions of an upcoming 
slump were guarded at first, the “experts,” appar- 
ently drawing strength from each other, are now 
becoming quite positive in their views. Of course, 
no one will guarantee a recession, and, according 
to Dr. Raymond Rodgers, New York University 
Professor of Banking, there is not much wrong 
with the nation except that talking makes it 
so. “Most of the talk is pessimistic,” he told a 
Miami Beach group, “but most of the figures are 
optimistic. Men talk of recession but all the over- 
all measures of business activity are at or near 
record-breaking levels.” 


If a recession does materialize, chances are good 
that it won't be terribly serious. The consensus is 
that it would be shorter and less severe than the 
1958 version. This year has been something of a 
business plateau. So no downturn will hit as hard 
as it would after a peak year. And the fact that 
the country was not on a buying spree in 1960 
should mean that a high level of demand will be 
quicker a’coming than if this had been a boom 
year. 


There is a good possibility that if a recession did 
occur it would be a spotty, rather than universal, 
drop. In some areas and some industries there 
might be little effect. But it wouldn't be peaches 
and cream anywhere, and in many areas business 
would be plain lousy. As long as there is a chance 
of being hit by recession, it is safer and wiser 
to be ready for the worst. 


The timing of this recession talk couldn’t be more 
significant to the marketer. For one thing, he is 
just beginning to firm up his plans for the coming 


year. He has a fair idea of what he will be able 
to spend and how he will spend it. It is just a few 
short weeks until his plans will be put into effect. 
This means that for the majority of marketers it 
will be possible to take cognizance of the chance 
of a slump in their full year formal program, 
rather than having to hastily compose a patch- 
work substitute marketing plan at mid-year. Thus, 
the marketer will be able to create two plans—the 
basic plan and the emergency recession plan. This 
advance warning, this ability to create a plan with 
recession in mind, would at least make things a 
little easier. 


But there is a bad side to the timing, too. If one 
lesson was learned from the 1958 slump it was 
that the best way to beat a recession is to sell 
and promote your way out of it, even though it 
may be expensive. But right now, with most com- 
panies facing a bleak profit statement for 1960, 
the average board of directors will be as tight- 
fisted as a roomful of Shylocks. In fact, the aver- 
age marketer is probably suffering under blister- 
ing demands to cut costs right now. It'll be far 
from simple for him to pry an extra dollar out of 
his company this winter. 


Money Must Work Harder 

And after one recession and a year of profit 
squeeze, all in the last three years, he probably 
has few costs he can cut without drawing a few 
pints of marketing blood. His one opportunity, 
then, will be to be more productive with what- 
ever money he can get. 


This means a return to and a re-evaluation of the 
fundamentals. The marketer will have to cast a 
suspicious eye on every phase of his operation— 
to see if there is a way to make any of them more 
productive. Unfortunately, fundamental changes 
do take time. Probably too much time for them 
to be of much use in the early phases of any 
1961 recession. But the time for making basic 
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changes is ripe nonetheless. Here is the main rea- 
son why this is true: 


Changes are always tough; the bigger, the 
tougher. They disrupt systems and people and, at 
least temporarily, reduce the effectiveness of a 
marketing machine. They are always followed by 
a critical period of readjustment. Thus the best 
time for change is during a slack period, when 
men and systems are not already overtaxed, and 
adjustments are expected anyway. 


Perhaps the greatest number of changes will come 
in physical distribution. Many marketers are of 
the opinion that, although there is not a great 
deal of actual waste in today’s distribution, there 
are few companies that could not institute a more 
efficient basic system. Automated techniques, new 
or different physical facilities are in store for many 
marketers. Incidentally, as executives in all phases 
of business are finding it more and more impor- 
tant to make basic operating changes (especially 
in capital equipment), it becomes obvious why at 
least some areas of industry would not be too 
sorely affected by a recession. 


But although distribution is liable to be the big- 
gest whipping boy, it will by no means be the only 
one. All phases of the marketing operation—adver- 
tising, sales compensation, promotion, motivation, 
markets, hiring, product planning—will be care- 
fully scrutinized for signs of inefficiency and 
obsolescence. 


Sales Must Be Kept High 


In addition to savings brought about by increased 
efficiencies, the marketer will still be called upon 


to maintain as high a level of sales as possible 
during the recession, if it comes. Here the lessons 
learned in 1958 will have to be applied. Again, 
these should be worked into the over-all plan for 
the year ahead. 


But once more the marketing man finds himself 
up against the immovable object, money. Un- 
fortunately 1958’s lessons, sound as they were, 
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had high price tags. Many involved increasing 
marketing expenditures when money was harder 
and harder to get. And this year, it's even more 
scarce. Some marketers may be fortunate enough 
to work in companies that are so marketing con- 
scious that they will be willing to increase spend- 
ing if a recession hits. But most will feel lucky 
to hang onto whatever allocations they already 
have. 


Much of the 1958 lesson book was written around 
the sales force. Those marketers who had the 
money increased the size of their sales forces to 
cut down on the number of customers per man, 
thus giving each salesman more time to develop 
new accounts and make sure he was getting maxi- 
mum volume out of established accounts. 


Changed Sales Approach 


If the extra money was not to be had, sales man- 
agers realigned the call patterns of their salesmen 
so they wasted as little time as possible with ac- 
counts that had run dry. And, in all cases, sales 
effort was concentrated on those products and 
areas that offered the best economy-of-use angle 
to equally hard-pressed customers. 


Some marketers were able to increase ad budg- 
ets, too—but most had to make existing dollars go 
farther. Some re-allocated ad dollars so that im- 
pact was concentrated in only those areas and 
those media with the greatest potential. By slicing 
off the weak, the marginal, the “me too” media, 
they were able actually to increase their over-all 
effectiveness with no more or even fewer dollars. 
Many made up for weakened promotional pro- 
grams by realigning scheduled product introduc- 
tions or price changes so they generated maximum 
excitement and offered important selling points 
during the slackest periods. 


If a recession hits, modern marketing will have its 
toughest assignment yet. But in the long run, it 
might be a good thing; for if the marketer is able 
to fight his way out successfully, he will have an 
almost unbeatable sales machine. 


THE 


NEW YORKER 


creates 


Copyright 1959, The New Yorker Magazine, Inc, 


““What an aeon to be aliveinl”’ 


Offices: New York, Chicago, San Francisco, Los Angeles, Atlanta, London 


How a century-old recipe 
for candy 
and a new recipe 
for sales 


brought national success 
to a family-owned company 


Young Sophie Mae Lambdin had been widowed by the 
War Between the States. With several growing children 
to support, she started selling her delicious homemade 
peanut brittle. 


Tod ty 
Sophie Mae’s enterprise still follows her recipe ... a 
close ly 


a new recipe for sales success that it is willing to reveal. 


the company in Atlanta, Ga., that grew from 


guarded secret. But the company has discovered 


This new recipe is the result of three experiments. 


Checking on its investment 


For a number of vears Sophie Mae Candy Corp. adver- 
tised on a modest scale in several national magazines, in 
papers and on television. And, like many other 

Sophie Mae could not tell what kind of 


results its advertising was producing 


ne 


advertisers 


To see whether this investment was paving its way, 
1957 


its sales progress came to a halt, too. 


Sophie Mae stopped advertising for two full vears-— 
and 1958. Result 


Next, in early 1959, Sophie Mae experimented with 
television advertising. But it abandoned that because, 


it said, it got no appreciable sales results. 


Then the company decided to put all its advertising 
in Reader’s Digest, where it had never advertised before. 
Immediate sales results 


Sophie Mae advertised in the October, November and 
_and then in February, 1960 Chairman 
J Beauc hamp Coppedge Sr 


Dec ember issues 


reports what happened: 
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Sophie Mae's 
advertising goes 
to 35 mitiion 
Digest readers 

who look at 
each advertise- 
ment over 60 


million times! 


“We were amazed at the immediate results. In October, sales 
And month after 
This Digest campaign boosted 


zoomed ahead of the previous October 
month we've stayed ahead 
sales at least 14% 
directly 


Hundreds of people have even written us 
enclosing money and one of our Digest advertise- 
ments. Mail from our previous advertising was nothing like 
this— about a tenth of what the Digest brought.” 

Its first campaign in the Digest cost Sophie Mae 
Candy Corporation about one third of what it used to 
spend on a year’s advertising. “Naturally, we'll be using 
the Digest for our next campaign,” says Mr. Coppedge, 
“and with a much larger schedule. And for greater ap- 
peal at the point of purchase our package now says, 
“As Advertised in Reader's Digest.’ ” 


Special advantages for all advertisers 
Like Sophie Mae 


these five spec ial advantages: 


all Digest advertisers benefit from 


] The largest proven audience of readers. It is larger than 
any other magazine, larger than any new spaper or news- 
paper supplement. More people read the Digest than look 


at the average nighttime network television program. 


The largest quality audience that can be found. More 
peopl with greater spending powell read the Digest than 
read any other magazine And the higher the income 
group, the greater the Digest’ s share of the audience 


Repeat exposures of your own advertisement. Millions of 
Digest readers will see your advertisement more than 
once, according to the latest Politz research. In these 
cases you can get—at no extra cost the same benefits as 
if you repeated the advertisement 


Discrimination in the advertising accepted. The Digest 
alone of mapor advertising media accepts no alcoholic 
beverages, tobacco, or patent medicines. And for any 
produc t, it accepts only advertising that meets the highest 
standards of reliability 


Belief in what the magazine publishes. People have faith 
in its editorial and advertising columns alike. 


People have faith in 


Readers Digest 


Largest magazine circulation in the U.S. 
Over 12,000,000 copies bought monthly 


HOW 3 OTHER FAST-GROWING COMPANIES 
PROSPERED WITH THE DIGEST 


@ Wellco Shoe Corporation is a small, dynamic 
maker of washable slippers. In 1959 Wellco boldly 
spent most of its consumer advertising budget on a 
page in one Digest issue. “It ran in November and 
was our only holiday advertising. It boosted our 
November-December retail sales 23.7%.” 


@ Chubbette dresses flatter overweight girls—and a 
catalog helps make the sale. So one was offered when 
Chubbette first used the Digest. “This brought us 
the biggest coupon response we have ever received,” 
the company says. “We got more replies than when 
we used all 3 leading women’s magazines at once. 
And sales increased 31% —more than double our 
normal response to national advertising.” 


@ Rubbermaid had advertised its household prod- 
ucts for 20 years in the same magazines ... and had 
enjoyed a steady growth. Then it began a Digest 
campaign. “Factory sales jumped by 20%.” savs the 
company. “And the only change in our advertising 
was the addition of Reader's Digest, which certainly 
contributed to the increase.” 
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The 


New York 
Philharmonic 


Possibly there is no program anywhere on the 
air about which the audience feels more deeply 
than this one. The Philharmonic, under Leonard 
Bernstein, is in its 31st consecutive year on 
CBS Radio. The 31st year in which listeners 
hear what many believe to be the world’s great- 
est orchestra. In all radio the New York Phil- 
harmonic is the kind of company you keep... 


only 


on CBS 
Radio 
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THAT TROUBLESOME 2% 
Philadelphia—Not the first to be 


bothered with retail abuse of the 
quick payment discount, Smith, Kline 
& French Labs may have become 
the first to find a good remedy. The 
company just released information 
about a plan—in operation for a year 
now — that offers to invest the 2% 
quick payment discount allowed its 
2,000 retailers, instead of paying 
them in cash. The retailer has a choice 
of two mutual funds, Wellington or 
Wellington Equity, in which the 
money can be invested. SK&F stipu- 
lated that in order to be eligible for 
the plan, a retailer must do $1,500 
worth of business with the company 
per quarter and pay his bills within 
the discount time. The minimum, 
SK&F hopes, will encourage retailers 
to do more business with the company 
in order to increase their investments 


EXECUTIVE GIVEAWAYS 


Oakland, Cal.—A promotion giveaway 
idea that offers a dollar to a man who 
can afford to buy a $760 office ma- 
chine may seem a little out of pro- 
portion, but Smith-Corona Marchant, 
Inc., doesn’t think so. The company 
offers a “Lucite encased, genuine 
silver dollar paperweight free” (with 
no advertising on it) to anyone who 
calls for a demonstration of the Mar- 
chant calculator or adding machines 


EXPORTERS OVERPAYING 


New York—When is a spade not a 
spade? Answer: When it has to be 
shipped overseas and another title 
will allow it to go at a lower tariff 
A recent issue of Export Trade points 
out the costly pitfalls awaiting ex- 
porters in the description of their 
goods. Practically all ocean tariffs use 
general terms to such an extent that a 
given product may come within two 
or more descriptions, each with a 
different rate. Because of these diffi 
culties, exporters will sometimes pay 
ten times the proper freight 


TRAVELING SHOWCASE 


Lancaster, Pa.—This is door to door 
in a big way. Armstrong Cork Com- 
pany’s traveling showcase in the form 
of two 8 ft. by 35 ft. trailers is de- 
signed to carry the latest information 
about the company’s products, services 
and installation techniques to mobile 
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home manufacturers throughout the 
country. It will complete its 10,000- 
mile tour about mid-December after 
having reached approximately 100 
manufacturers. Armstrong hopes that 
the showcase will give practical as- 
sistance in making mobile homes more 
salable. 


THE RIGHT MEDIUM 

Evanston, Ill.—TV viewers are sur- 
prised at seeing non-consumer prod- 
ucts advertised on a consumer medi- 
um. The “Chet Huntley Reporting” 
Sunday program of news interpreta 
tion 2 analysis seen on the full 
NBC network is being co-sponsored 
by American Photocopy Equipment 
Co. The strongest argument for such 
an unlikely choice was that the equip- 
ment is best sold through demonstra- 
tion, and more potential users of office 
machines will see the TV demonstra 
tion in one half-hour, than the sales 
force could reach in vears 


FEWER BUT RICHER 


New York—The poor farmer is no 
longer so poor. While the number of 
U.S. farms decreased by a million or 
so during the past decade, the aver- 
age farm acreage increased 25%, and 
farm assets rose almost 60%. Thus, 
he now represents a smaller market 
but a richer one. A recent agricultural 
study by Wildrick & Miller, New 
York advertising and sales counseling 
firm, reveals that farmers spend 70° 

of their $37-billion gross income for 
materials and services for further pro 
duction—and the trend will continue 
In ordet 


to provide for increased 


The Survey Says* 


CONNECTICUT 


leads the nation in 
Effective Buying Income 
per capita 


$2,518 


MISSISSIPPI 


has the lowest 


$1,064 


on the MOVE 


population, farm productivity must 
double in 50 years. The study is en- 
titled “Now . . . 10 Years Later, Still 
Fewer, Larger, Richer.” Single copies 
are available from W & M, 630 5th 
Ave., New York 20, N.Y. 


NEW RESEARCH JOURNAL 


New York—Of definite interest to 
Sales Managemeat readers will be 
the new Journal of Advertising Re- 
search published by the Advertising 
Research Foundation. Intended for 
practitioners and users of ad research, 
its articles cover such topics as in- 
centives in mail research and personal 
itv characteristics of consumers. The 
journal also includes a column on 
Federal statistics in advertising, re 
views of 12 technical articles and 
books, and a list of publications re- 
ceived by the ARF library. Available 
free to members, single copies may 
be purchased by non-members for $10 
pad As yet no periodical publica- 
tion schedule has been set, . the 
first issue appeared in September 
1960 and the second will appear in 
December 


THE NON-BUYERS 


Detroit—The real challenge to the 
automobile industry is the 70% of 
the American public that never buys 
new cars. This fact was pointed out 
at the Detroit Chapter of the Ameri- 
can Marketing Assn., in a speech by 
William Capitman, president of the 
Center for Research in Marketing, 
Inc. “In its best production years,” 
he said, “Detroit has seldom sold more 
than about 6 million-odd cars.” This 
means that in any given selling vear, 
only one out of ten family units in 
the country purchases a new car 


DOWN WITH DOORS 


Chicago—The only way to avoid shut- 
ting the door on better business 
operation and intra-company com- 
munications is to avoid having one 
to shut. This from Alfred Alschuler 
of the architectural firm, Friedman, 
Alschuler & Sincere. He claims that 
there is “no more forbidding symbol 
to outsiders and to an organization's 
own employees than a closed door.” 
A man to practice what he preaches, 
he has made sure that there are no 
doors on any of the firm’s new execu- 
tive offices. “It’s good for employees’ 
morale to be able to walk by and see 


the head man really working . . . and 
to know they can walk in anytime.” 
Besides, it’s cheaper. Eliminating a 
door in new construction can mean 
saving anywhere from $200 to $400. 


SERVE WITH IMAGINATION 


New York—There seem to be more 
and more of the imagination-requiring 
ads popping up these days. The 
samples shown here of two Rek-O-Kut 
Co., Inc., “offbeat” poster ads illus- 
trate the trend. The posters started 
to appear the first of this month in 
27 Long Island Railroad stations as 
part of a 4-month campaign 


EYES OUT FOR NEW MARKETS 


New York—New market explorers 
might well follow the example of the 
Singer Sewing Machine Co. The fact 
that there are 4.5 million girls in 
this country between the ages of 
eight and twelve inspired the com- 
pany to bring out a new product and 
to depart from traditional distributing 
procedures. The new item, a child's 
sewing machine called Sewhandy, is 
designed for girls in that age group 
It will be distributed through variety 
chain stores and department stores 
as well as the company-owned Singer 
Sewing Centers which were formerly 
the only product outlets 


BACKING UP RETAILERS 
Grand Rapids, Mich.—Faithful to its 


retailers and doing well enough now 
to afford it, Bissell, Inc., is discontinu- 
ing all sales to catalogue houses. Bis- 
sell holds that its policy has always 
been to support its retailers at the 
local level. Therefore, with the ex- 
ception of large houses like Sears, 
Roebuck & Co., cataloguers will no 
longer handle its products. The losses 
incurred by the decision will not be 
serious. Four years ago Bissell’s an- 
nual sales were from 3 to 4 million 
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Garry 
Moore 


Moore fun. That's just what happens every 
Monday-through-Friday when Garry and 
Durward Kirby blend their specia! brand 
of informality and wit. Millions of listeners 


find Garry Moore immediately and im- 
mensely likable. No wonder sponsors find 
any friend of Garry's is a friend of theirs! 
In all radio Garry Moore is the kind of 
company you keep 


Only 
onCBS 
Radio 
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This is a 
Fickle-brained 
Dime oft-er 


A bird in the hand 
is still worth 
you-know-what 


. . it still costs less to keep a cus- 
tomer sold than to sell a new one. 
Let us show you how to keep 
your customers sold—how to build 
business that repeats and repeats 
—with your own customer engi- 
neered premium plan. 

Cost ? You decide that. You pay 
for your individually-tailored pre- 
mium service plan after you 
profit from it. Not before. Let us 
tell you more. 

Write, wire or phone collect— 
ATlas 8-9315. S-10A. 


remium 
ervice Co. Inc. 


Founded 1897 


SUBSIDIARY OF 
THE CURTIS PUBLISHING COMPANY 


195 North St., Teterboro, N.J. 
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dollars. Today the figure is estimated 
at $16 to $17 million, and the cata- 
logue houses, many of which sell 
under private labels, comprise only a 
small percentage of the company’s 
business. 


THE LAST STRAW 


New York—Having gone about as far 
as they can go in audiophonics, 
stereophonics and new sounds, Hi-Fi 
gadgeteers have taken a new tack 
Magnavox has invented “remote con- 
trol” Hi-Fi. Part of the Concert Grand 
set, the remote control unit uses 
transistors to transmit signals to the 
main cabinet; it can turn the complete 
set on or off, raise or lower volume, 
reject and change records, and se- 
lect AM and FM stations from any- 
where in the house. 


MARKETING IDEAS BLOOM 


New York—While one might think 
there are few new things that can be 
done to sell flowers, Florists’ Tele- 
graph Delivery shows that creative 
marketing can be applied to any field 
Beginning this month a “Special Gift” 
arrangement will be on display at the 
11,000 FTD member shops through- 
out the country. Buyers of flowers 
can now see the arrangement from 
bloom to container before they tele- 
graph flowers to another city. No 
more hoping that the receiving florist 
will make up a nice bouquet. FTD 
also offers a gift certificate which 


allows the receiver to choose his own 
floral arrangement. 


SOMEWHAT AMERICAN 


San Francisco—Within the next five 
years, there will be an increase in 
foreign consumer goods sold here, 
and American packaging will do a 
lot to sell them. This is the consensus 
of 37 industry leaders from all over 
the free world who visited industrial] 
designers, Walter Landor & Associ- 
ates as part of a nation-wide tour in- 
vestigating American marketing tech- 
niques. The importers feel the need 
to make their goods look “imported 
but not too foreign” to the American 
consumer, and they want to maintain 
the prestige gained for their domestic 
salisite through their “somewhat 
American” look 


LILLIPUTIAN NAME CARDS 


New York — The calling card shown 
above is the actual size. Rather than 
indicating that business is bad, it re 
veals a sense of humor that is more 
likely to keep it good. The card was 
designed by Hal Hutchins, Redbook 
Magazine's special representative for 
drugs and toiletries. 


POPULATION: 
556,600 
E.B.I. 1959: 
$1,130,840,000. 
E.B.1. PER HSEHOLD: 
$7,055 
RETAIL SALES, 1959: 
$698,363 ,000. 
FOOD SALES: 
$187,468,000. 
GEN. MDSE: 
$94,519,000. 
AUTOMOTIVE SALES 
$101,534,000. 


Source: Soles Management 
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Many market leaders are persistent users of ( du tdoo — 
the /¢rsistent Primary Medium 


Outdoor the 
One of them 


utdoor for 


medium has many 
[Phe Ford Motor Company 


ve 


persistent 


persistent 


users has used 


over 50 ars. Outdoor’s success f¢ these 


rT 
long-time users stems from three things 
] On the 


of all car-owning homes 


Tremendous coverage average, your message 


in Outdoor reaches 94% 


2. Tremendous frequency. Your message in Outdoor 


Is 


exposed repetitivels 


an average of 21 times a month to 


practically every prospect in the market. 


With offices in: 4tanta, Chicago, Dallas, Detroit, Los Angele: 


3. Low cost. With Outdoor, you reach prospects at a cost 


—_—o . 
of only 22¢ a thousand. 
lo 


national sales 


help Outdoor go to work persistent 
of the 


puts at your disposal research, planning, cre- 


vy for you, OA 


representative Outdoor advertising 
medium 
ative, and merchandising services. Just write or call the 


OAl regional! ofiice nearest you. 


oat OUTDOOR 


ADVERTISING INCORPORATED 
s, New York, Philadelphia, St. Louis, San Francisco, Seattle 
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kinds of 
advertisers 
who can 
profit 


by the 


Post's new 
Se/ect-A- 


Market 
program 


5. Advertisers who need to reinforce 
advertising in special markets. Add 
SELECT-A-MARKET/REGIONAL to your ad- 
vertising schedule ... and put the 
Post-Influentials to work in your prob- 
lem markets! Politz research proves 
that Post-infiuentials talk up the things 
they read in the Post among friends 
and neighbors. 
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1. Advertisers with national distribution, but limited volume 


or outlets. Under SELECT-A-MARKET/NATIONAL, you Can buy just 


two-thirds or one-third of the Post's total circulation for your ad- 
vertising schedule. Your advertising is evenly distributed in every 


city and town. Now you can put the power of the Post behind your 
sales plans — with frequency and impact everywhere! 


6. Advertisers who are planning re- 
gional promotions. What can you do 
that’s new to excite wholesalers and 
retailers, create customer traffic and 
sales? Base your promotions on a 
schedule of Post advertising. 


21, 1960 
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7. Advertisers with a special Cana- 
dian marketing problem. Now you 
can tailor your advertising to Canada 
— running one advertisement in Post 
copies going into Canada, and another 
advertisement throughout the balance 
of the edition! (Among the three gen- 
eral weeklies, only the Post offers you 
this opportunity.) 


2. Advertisers with regional distribu- 
tion. You can draw the map to fit the 
Post’s circulation to your marketing 
area. No fixed boundaries. Most flex- 
ible plan available. Now you can put 
the national prestige of the Post to 
work with SELECT-A-MARKET/REGIONAL! 


. Advertisers whose lines include 
gional products. Snow tires in snow 
tates, regular treads in warm. Eight- 
unce size in the North, four-ounce 
ize in the South. You can put the in- 
uence of the national Post behind 
ach product in the region where it 
plis best — with two, three or more dif- 
erent advertisements in one issue! 


3. Advertisers with different situa- 
tions in different markets. You can 
run two, three or more different adver- 
tisements—tailored to particular mar- 
keting situations—in standard Post 
geographical areas or in a custom- 
made map of your choice! 


« 
. 
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4. Advertisers who want to introduce 
a new product market by market. 
Now you can launch your new product 
in selected markets with the cham- 
pagne quality of the national Post! 
Map your strategy and draw your Post 
map to fit. 
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9. But your marketing problems are different! Talk over your unique prob- 
lems with your Post salesman. During 1959 and 1960, over 450 advertisers 
have scheduled $20,600,000 in SELECT-A-MARKET Space. Issue after issue has 
been booked solid. This overwhelming response is proof that SAM fills an im- 
portant need. So if you have a marketing problem, please. call us. We'll do our 
best to fit you in. Note: Availability of SELECT-A-MARKET advertising is subject 
to press capacity and book make-up requirements. 


3 EASY STEPS TO FOLLOW: 


1. Call or write your Post branch office 
for new rate card and description of avail- 
abilities. 


2. Check the accurate information in the 
rate card that helps you draw the map to 
solve your marketing problem. 


3. Because SAM is a sellout in issue after 
issue, please call your Post saiesman be- 
fore setting your final plans or submitting 
them to your client. The Post salesman 
will confirm availability of your space re- 
quirements. 


A CURTIS MAGAZINE 


POST 


THE INFLUENTIALS MAGAZINE 
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To: Peter E. Schruth, Vice Pres. & Adv. Dir. 
The Saturday Evening Post 
Independence Square, Philadelphia 5, Pa. 
| want further information on how Post 
SELECT-A-MARKET can go to work for me! 


Name 
Title 
Company 
Address 
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Mrs. Taylor 


never heard of 
Continental's 
Gair division 


but the GAIR people 
know her very well! 


Continental always keeps its eye on the unsuspecting 
Mrs. Taylor. That’s why Mrs. Taylor always keeps her 
eyes on products in Continental's Gair cartons. 

Continental keeps up on the colors she likes, the 
shapes that stop her . . . what makes her buy. 

The only evidence Mrs. Taylor sees of this endless 
intelligence, of the Continental fine facilities from coast 
to coast for lithography, gravure and letterpress 
printing, is the ever-improving cartons on the shelves. 
Cartons more colorful, more convenient to use, 
easier to read. Cartons that go with her to the 
checkout counter. 

So remember, years of leadership in the printing, 
construction and manufacture of boards and 
folding cartons give Continental’s Gair division 
the experience to turn your problem 
into profits. Call us today! 


gS GAIR 


CONTINENTAL©€, CAN COMPANY 


BOXBOARD AND FOLDING CARTON DIVISION 
530 FIFTH AVENUE. NEW YORK 36. N. Y 
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S74 LETTERS TO THE EDITORS 
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addenda from the agency 


Your article on Joe Foster [“Mold- 
ers’ Molder Helps Customers to Shape 
and Sell,” Dynamarketer, SM Sept 
16] is great; it really captures and pro- 
jects the spirit of the dynamic guy who 
heads this dynamic company 

We would also like to thank you for 
your generous comments pertaining to 
Donahue & Coe’s contribution to the 
current campaign 

From the first we believed strongly 
in the idea [“gutsy” ad campaign fea- 
turing messages from Joe Foster], but 
as you imply, it was not an easy “sale” 
to get Joe Foster to go along with this 
approach. And the controversy which 
arose when the campaign broke in 
print almost torpedoed the whole ef 
fort. The campaign has weathered all, 
however, and, based on recent talks 
with Mr. Foster, we are glad to report 
that it will be carried into next 
year 


THomas A. BurKke 


Donahue & Coe, In 
New York, N.Y 


the secret hand in error 


“The Secret’ Hand in Private 
Brands” [SM Sept. 16], was provoca- 
tive and stimulating and has been read 
by many members of our executive 
group 

However, I was rather surprised to 
note that Helene Curtis Industries is 
“reported to help the others’-label 
cause.” Your information is incorrect 

Helene Curtis never has and is not 
presently producing merchandise to be 
marketed under labels competitive 
with Helene Curtis, Lentheric, or 
Kings Men, all of which they own and 
actively market 


Davin H. Kutner 


Director of Marketing 
Helene Curtis Industries, Inc 
Chicago, I 


The fact is that we do not pro- 
duce for chain store labels nor do we 
have any plans for doing so 


Wurrney Drayton 


Vice President 
Hunt Foods and Industries, Inc. 
Fullerton, Cal 


. One hundred percent of our 
concentrate capacity is being used for 
Minute Maid and Snow Crop brands, 
and we do absolutely no private-label 
business in the frozen concentrate end 
of our operation. 


In our coffee business, however, the 
reverse is true in that 100% of that 


operation is for the buyer’s label. . . . 
Joun M. Fox 


President 
Minute Maid Corp. 
Orlando, Fla. 


We do not pack private labels 
J. E. Marver 


Vice President, Grocery Division 
Standard Brands Sales Co 
New York, N. Y 


& Relatively few company executives 
are willing to advertise the fact that 
they offer private-label brands. Some 
do it but only through subsidiaries. 
Others get around it by supplying a 
semi-finished rather than a finished 
product. Still others refuse to put 
private labels on their main branded 
lines but do it for less successful prod- 
ucts. So it wasn’t surprising that a 
great majority of companies said: 
“Who? Not us!” when we asked them 
about the practice. To get at the truth 
SM went to a number of secondary 
sources such as wholesalers, chain store 
buyers and competitors. Apparently 
we were misled in the above cases 
We are indeed sorry 


a traveler talks back 


Your article, “Now, the Railroads 
Want You!” [SM August 19], was very 
interesting. For me, railroad is actually 
the fastest way to travel. I can put in 
a full day here at the office, hop a train 
in the early evening, plug in my Dic- 
taphone and catch up on my dictation 
after supper, get a good night's rest, 
and arrive at my destination washed, 
shaved, fed, and in fresh clothes, in 
time to put in a full day's work there 

But there are two drawbacks: (1) 
the stations here are about as filthy 
as anyone can imagine; (2) all too 
frequently my car is hooked on back- 
wards and I ride to St. Louis or Chi- 
cago backwards. 

I finally wrote the Pennsylvania 
Railroad, explaining why I preferred 
to travel by train, and complaining 
about the above. I received a reply to 
the effect that they weren’t really mak- 
ing any money on me and implying 
that if I wasn’t satisfied, it was all the 
same to them if I traveled by some 
other means 

It certainly is refreshing to learn 
that there are some railroads in this 
country that realize they have some 
virtues, and are out to sell them 


Ricnarp E. Neus, Jr 
Vice President 


Nellis Industries, Inc 
New York, N. Y. 


ne WSPAPER 
HOME COVERAGE 
stuoY OF 


THE PONTIA 


WEN | 


Let THE PONTIAC PRESS 
introduce you 
to the huge Pontiac area! 


Here, taken from an important new sur- 
vey*, are some facts and figures on THE 
PONTIAC PRESS 


big growth market: 


leader in Michigan's 


@ Leader in the Community 76% take 


THE PONTIAC PRESS. 


@ Leader in Home Coverage Preferred 
3 to 1 over the leading Detroit paper. 


@ Leader in Creating Sales 21% of 
PRESS homes mgke over $7500 a year. 


@ Leader in Exclusive Coverage 61% of 
Pontiac Township household take only the 
PRESS. 

@ Leader in Home Delivery 98% of 
coverage is home-delivered. 


When you investigate sales potentials in 
Michigan be sure to take a close look at 
THE PONTIAC PRESS, the full-coverage 
independent newspaper serving the Pontiac 
area and Oakland County since 1842! 


*Newspaper Home Coverage Study 
of the Pontiac, Michigan Area is a 50-page 
comprehensive survey conducted independ- 
ently by Benson & Benson, Inc., Princeton, 
N. J. and in consulation with ADVERTIS. 
ING RESEARCH FOUNDATIONS, INC. 

Write direct, or contact our Representa- 
tive in your area; this new study will be 
sent to you immediately. 


THE 


PONTIAC 
PRESS 


PONTIAC, MICHIGAN 
Circulation 59,339 Publisher’s 
Statement Ending September 30, 1959 
Represented by: 

Scolaro, Meeker & Scott 
New York, Chicago, Philadelphia, Detroit 
Doyle & Hawley 
Los Angeles & San Francisco 
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WHICH SALESMAN 
HAD THE TONIC? 


That’s an easy one. There’s one business tonic that never fails. It is a spir- 
ited contest . . . with merchandise prizes. Without such a tonic, now and 
then, salesmen naturally slow down. And so do sales. Our promotional 
programs have stirred up an uncommon amount of interest. Sales Man- 
agers keep telling us: “Your programs have zest and originality” 
“your materials are great’ .. . “the merchandise is exciting and well 
selected” . . . “what I like best is your Allowance Plan; my sales mate- 


rials now cost us nothing ... we appreciate your lower prices on the 
merchandise in your Prize Books” 


May we tell you more? 


YP 
PREMIUM & INCENTIVE DIVISION 


G Rechlir Manager 


444 W. WASHINGTON ST., CHICAGO 6 {Phone Financial 6-5400) 
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Planned Packaging moves merchandise 


Sold and still selling! 


The corrugated container—workhorse of mass distribution— 
1as long been known for its excellent product protection. 

tow it’s fast becoming the Cinderella of packaging. 
Attractive, tinted background designs—even four-color 
half-tone printing, pioneered by Packaging Corporation of 
America—are transforming drab, rubber-stamped con- 
tainers into eye-catching traveling billboards that sell their 


contents at every opportunity. 


The skillful combination of art and package design is but 
one of countless ways in which Packaging Corporation of 
America’s concept of Planned Packaging, implemented 
through integrated national facilities, produces better 
packaging . . . more sales. Whether your requirements are 
large or small, regional or national, we welcome the 


opportunity to help you. 


Packaging Corporation of America 


1632 CHICAGO AVENUE, EVANSTON, ILLINOIS 


Cartons + Containers + Displays + Egg Packaging Products + Molded Pulp Products + Paperboards 
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Sub-Chaser to Sales-Getter 


Stanley M. Hopkins is vastly con- 
cerned about making a better profit 
on National Can Company's products. 
And since 


president, his cost accountants had 


he’s the company’s new 


ot 


THEY'RE IN THE NEWS 


BY HARRY WOODWARD 


Shoes Paid the Way 

When William D. Benjes was a 
freshman in high school he got his 
as a clerk in a shoe 
store. In that moment his die was 


first sales job — 


cast. Shoes have gotten him where 
he is today. And where he is, is 
here: He’s been named to fill the newly 
created top sales post of Endicott 
Johnson Corp., the country’s second 
largest producer of footwear. Last 
year the company manufactured more 
than 32 million of the total 628 mil 
lion pairs of shoes produced in the 
U.S . . In his new post as v-p, 
sales, he'll supervise the company’s 
285 salesmen, will be responsible for 
all of the corporation’s sales programs 
with the more than 18,000 independ- 
ent retailers selling EJ shoes, in addi- 
tion to riding herd over several divi- 
sions and developing programs for 


better look to their figures. For Hop- 
kins, whose crinkly, humorous eyes 
bespeak the healthy extrovert, feels 
the quickest way to a better profit is 


through closer attention to manufac- 


. Is 4), 


the franchise store operations. 

Bill worked his way through Uni- 
versity of California by working in a 
Florsheim shoe store. After his gradu- 
ation, Florsheim hired him, along 
with four other college grads, as a 
college sales trainee. This was a 
Depression-born device to hypo lag- 
ging shoe sales; Bill traveled from 
college to college with a trunk full 
of shoes. “It was a helluva good sales 
technique for the Depression days,” 
he says. He moved up with Flor- 
sheim; when he left to join Endicott 
Johnson he was v-p and sales manager 
for the Eastern Division. (He'd left 
once before, to be president of Lon- 
Shoe Corp.) The 
Benjes — they have five children — 
will live in Binghamton, N. Y., where 
EJ has its headquarters. 


don Character 


. He’s made his way 
to the top through sales: He started 
with Wheeling Steel Corp. as a sales- 
man (in West Virginia) after service 


turing costs 


with the U.S. Navy on a sub-chaser 
during World War I. In "43 he be- 
came v-p in charge of sales of Pacific 
Can, held the post for 12 years until 
the company was bought by National 
Then he became v-p and general 
manager of National's Pacific Divi- 
sion. Last summer he was brought 
into the executive offices as assistant 
to Robert S. Solinsky, chairman of the 
board, to be groomed for his new job. 
“We'll stress the point that we ex- 
pect each of National Can’s plants to 
contribute to our profit,” he says, 
mincing no words. In the past eight 
years National’s sales have risen from 
$30 million a year to over $100 mil- 
lion. He'll continue to push the com- 
pany’s expansion, aiming it at estab- 
lishing plants in areas of concentrated 
demand, for better service and lower 
cost to volume users of cans. A new 
plant —its 20th—is under construction 
in Edison Township, N. J. . . . There’s 
only one fly in the Hopkins ointment: 
He hates to leave San Francisco after 
20 years there. 


OL. ” 
FARK 
Performability 


and what it does 
for your men! 


61 TARK ‘by Studebaker 
Performability...you have 
to drive it to believe it! 


SATISFACTION AND PRESTIGE: The smartest salesmen now 
drive compact cars—and the smartest compact is The '61 Lark. Hand- 
some, distinctive outside, beautiful inside, and a joy every mile on 
the road. You have to drive it to believe it. 


DRAMATIC NEW DRIVER BENEFITS: New \ow-profile styling. 
Lively acceleration with new Skybolt Six engine. Easier steering and 
suspension (“like power steering,” they say). Safety-padded dash. 
Increased visibility. Even greater legroom. Oversize bonded brakes. 
Regardless of price, The '61 Lark is the best-built, best-handling compact! 


UNEXCELLED POWER AND PERFORMANCE: The new Skybolt 
Six delivers 112 solid horsepower, with all the acceleration you want, 
especially at cruising speeds. Overhead valve design with ram-type 
manifolding also produces tremendously increased economy. (259 V8, 
if you prefer, for very little extra!) 


PROVEN ECONOMY IN FLEET USE: Over 1,000 fleets approve 
The Lark. Records show up to 25% saving on operation, up to 33% 
saving on maintenance and repair. (For the convincing facts, mail the 
coupon below.) 


LET US SEND YOU THE FACTS! 


Fleet Sales Division, Studebaker-Packard Corporation 
South Bend 27, indiana 


Send us informative literature only 

Have a factory representative call me for an appointment 
NAME 
TITLE 
COMPANY 


ADDRESS 


SM 10-60-Fi 
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Where America shops for 
..The 


Better Homes and Gardens. 
NOW 5 EDITIONS AND OVER 5,000,000 COPIES 


ideas that make SALES 
_- IDEA magazine 


- ape R ia. ime -=- 
a4 


=¥3hu9)'t 


The family 


agazut 


p i i rt 
nh. id 


BH&G editorial pages are action-packed with ideas compellingly presented 


When people with an urge to change things get to- 
that’s where 
a sale begins! Showing people how is Better Homes and 


gether with ideas that say, ““Here’s how!” 


Gardens’ major mission 

You won't find fashions or fiction or reports on 
world events in the family idea magazine. What you 
will find is what nearly sixteen million men and women 
readers look for each month—ideas. 


During the year, a third of America — the top-spend- 
ing, family-centered third—turns to BH&G for ideas 
they can turn into action. Ideas they can use in their 
homes, their gardens, wherever they’re together as a 
family. This makes Better Homes and Gardens a very 
profitable place for advertisers to be! Meredith of Des 
Moines . . . America’s biggest publisher of ideas for 
today’s living and tomorrow’s plans 


(Just a matter of Relativity) 


e CHARLOTTE IS FIRST TV MARKET IN ENTIRE SOUTHEAST WITH 636,900 TV HOMES* 


e WBTV DELIVERS 55.3% MORE TELEVISION HOMES THAN CHARLOTTE STATION ‘‘B’’** 


"Television Magazine—Sept. 1960 
"ARB 1960 Coverage Study 


Average Daily Total Homes Delivered 


oa 
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rs 


CHANNEL 3 @ CHARLOTTE 


LET'S COMPARE 
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OCTOBER 21, 1960 


PACKAGES 


as housewives see them 


A report in three parts on the attitudes, opinions, likes 
and dislikes of a balanced sample of 1,089 homemakers. 


PART | 


PART Il 


PART III 


“We've Changed, but too Many Packages Haven't” Homemakers 
show that they are generally in favor of packaging innovation . . . 
that they are usually willing to pay a little more (or even switch 
brands) for a more convenient or efficient package . . . that they 
expect superior packaging with the products they buy . . . and 
are fast losing patience with those that don’t keep up to date. (Story 
begins on next page.) 


“New Packaging That We Want” Housewives make known their 
desires for specific types of new packages for different types of foods 

. give their opinions of such packaging ideas as aluminum cans, 
soda cans, decorative containers, multiple packages, etc. . . . and 
emphasize their liking for almost all kinds of plastic packaging. 
(November 4 Sales Management) 


“Packages We Like; the Ones We Don’t” Homemakers report on 
the packages that they like — and dislike — the most. They tell what's 
good (or bad) about packages used for specific brands or products, 
and what improvements should be made. Plus: gripes and comments 
from individual homemakers. (November 18 Sales Management) 
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7. HOMEMAKER is no 
longer a woman who regards con- 
venient, modern packaging as a treat 
or a luxury. More and more, the ranks 
of housewives are being filled with 
young women who have always 
known convenient, dramatically up- 
to-date packages. Such packages are 
not innovations to these women; they 
are accepted and expected. True, 
they are appreciated; but those that 
lag behind are detested. 

To get a better package, the grow- 
ing legions of young homemakers are 
more likely to switch brands than are 
their mothers. It must be remembered 
that they also take for granted the 
super market, with its thousands of 
brands on display and its lack of 
helpful clerks. Brand switching, once 
an adventure, is now a habit. 

Money, too, is plentiful . . . and 
the only thing in short supply for 
the young homemaker is time. Her 
life is oriented more and more away 


PART | 


FOOD PACKAGES as housewives see them 


‘We've Changed, 
But too Many Packages Haven't 


from traditional home chores—so she 
must discharge her wifely duties 
within her shrinking working day. 
She is more than willing to spend a 
little more to save a little time. 

Every year it becomes more of a 
risk for a grocery manufacturer to 
count on his brand image and pen- 
nies-lower price to make up for an 
outmoded package. 

Let there be no confusion: from 
the housewife’s point of view, “im- 
provement” in a package does not 
mean a redesigned label, brim full of 
highly visible colors, sex symbols and 
space age logotypes, all of which are 
guaranteed to convey an image second 
only to George Washington's. An im- 
proved package to her is one that is 
more convenient or more efficient— 
one that helps lighten her sentence 
in the kitchen rockpile. 

This philosophy is er 
strong throughout the whole of thi 
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Behind This Opinion Survey 


This 3-part report of consumer likes, dislikes and attitudes 
toward grocery packaging is based on an exclusive survey of 
1,089 homemakers that was conducted earlier this year by 
National Family Opinion, Inc., of Toledo, Ohio. 

This nationally known research organization maintains 25 
separate panels of 1,000 homemakers each. Every panel corre- 
sponds exactly with the distribution of the population of the U.S. 
in each of the nine geographical divisions established by the 
U.S. Census Bureau. And all panels are within one-half of one 
percent of the Census Bureau’s breakdown of population density, 
age of homemaker and family income within each of the nine 
divisions. 

For the purpose of this report, National Family Opinion com- 
bined two panels into a balanced list of 1,518 homemakers. 
Twelve-page booklet type questionnaires were mailed to this list 
on May 17. The cut-off date was July 15. By that time, 1,089 
questionnaires, 72% of the original mailing, had been received. 
The returned questionnaires conformed closely with the geographic 
and demographic balance that was incorporated into the mailing. 
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attitudes towards packaging of gro- 
cery store products. Conducted by 
National Family Opinion, Inc., of 
Toledo, Ohio, the survey represents 
the opinions of 1,089 homemakers 
who form a correctly balanced nation- 
wide sample. And, although this sur- 
vey specifically deals with grocery 
store products, many of the con- 
sumer attitudes toward packaging— 
and opinions of specific package fea- 
tures—are well worth noting by all 
consumer goods packages. 

Naturally, to expect anything like 
unanimity in the opinions of such a 
group would be a Fit foolhardy. But 
it is amazing to see just how often 
women of all ages and incomes, 
women who live in cities and on 
farms in widely separated areas of 
the country, do share in their likes 
and dislikes of grocery store pack- 
ages. Although it is not uncommon to 
find that an opinion will be stronger 
in one demographic or geographic 
group than in another, it is rare in- 
deed that the majority of women in 
one group is opposed to the majority 
view of the sample as a whole. 


& This can be seen in Table | 
which shows clearly the shopping 
habits of the different groups within 
the sample. One look at this table 
reveals certain generalities or pat- 
terns that hold for the individual 
groups as well as the entire sample. 
For instance: 

—The majority of women shop for 
food regularly in two or three stores, 
although the number who use only 
one store is surprisingly high. 

—Few i take the time or 
effort to shop in more than three 
stores. 

—When it is considered that in 
many cases a specialty store (butcher, 
baker, etc.) or a convenience store 
(corner grocery, delicatessen) prob- 
ably is one of the stores that is shop- 

in regularly, it becomes obvious 
that one super market gets the bulk 
of purchases in more cases than the 
figures would seem to indicate. 


But the individual subgroups do 
show differences of degree. Many 
similar differences are found through 
the whole survey: 

~The younger the housewife, the 
more likely she is to shop in as few 
outlets as possible. 

—The oldest group and the lowest 
income group are the least likely to 
one-stop shop. Chances are excellent 
that these two groups overlap to a 
substantial degree. Further evidence 
seen in the following sections 


> Of the three income groups, the 
highest appears to differ most from 
the others and from the sample as a 
whole 

To obtain some insight into just 
how the housewife feels about the 
general subject of packaging today, 
14 questions designed to show a va- 
riety of consumer attitudes were in- 
cluded in the questionnaire. The 
questions were actually statements, 
and the housewife was asked to check 
a box marked “agree” or “disagree.” 
The results, shown in Table II, are 
well worth noting. 

First, a look at the averages for 
all res dents. 

° e two most nearly unanimous 
results were expressions of dissatis- 
faction. In question 2, three-quarters 
of respondents stated that they agreed 
there was too much advertising on 
packages, advertising that took up 
space which should be used for di- 
rections and description of the prod- 
uct. In question 14, more than three- 
quarters agreed that “they wished 
manufacturers wouldn’t try to fool 
[them] by packing a small amount of 
product in an oversize package.” 

The results for question 2 should 
surprise no one, really. It probably 
is a simple expression of a basic buyer- 
seller problem in evidence through- 
out the study: To what degree is the 
package for the benefit of the manu- 
facturer and to what for the 
benefit of the consumer? Obviously 
there is room for disagreement. _ 

The answers to question 14, how- 


TABLE | 


U.S. AVERAGE 


BY INCOME 
Under $3,000 15 
$3,000 - $6,999 17 
$7,000 and over 17 


BY AGE 
Under 25 
25-34 
35 - 44 


45 - 54 


55 and over 


BY POPULATION DENSITY 
Rural 19 
City 2,500-49,999 16 
Metro area, over 50,000 16 


Most Homemakers Shop in 2 or 3 Stores 


Question: “In how many stores do you shop for groceries, 
meat, etc., fairly regularly?” 


One 
17% 


Number of Stores 


2 
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ever, should be of great significance. 
When a package appears to be under- 
filled it is usually because of the 
— settling in transit. But as 
ong as the consumer feels she is be- 
ing fooled, this is a serious problem. 
Then, too, it must be remembered 
that the Government, through the 
Food and Drug Administration, has 
been cracking down on packages 
which it considers to be deceptively 
large. With this kind of consumer 
dissatisfaction present, any company 
which does get hit for using an over- 
size package can expect to feel the 
effect at the consumer level. It must 
be remembered that even though the 
oversize package is intended solely to 
obtain more exposure on the shelf, 
the consumer doesn’t know this and 


is likely to regard it as a deception 


aimed squarely at her. 

© The to questions 3, 4, 
10 and 11 a thet. although the 
contents of the package is still the 
most important thing to the consumer, 
the package itself has a very great 
influence on the purchasing decision. 
In question 3, for example, four out 
of ten women disagreed with the 
statement that they would “continue 
to buy [brands they liked] regardless 
of the way they are packaged.” In 
the next question, about the same 
number agreed that the “package is 
especially — because there 
is so little difference among products. 
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And, although only a quarter of 
the women (question 11) agreed that 
the package has a great influence on 
choice of brands, 42% did admit that 
they sometimes change brands if a 
competing company comes out with 
a package they like better (question 
10). In other words, the block of 
women who lean heavily un packag- 
ing in making buying decisions is 
large enough to make or break any 
product. 

® Although the majority are not 
always willing to switch brands for 
a better package, questions 1 and 7 
show that substantially over half the 
women would be willing to pay a few 
cents more for a better package. 

© In all, three questions were asked 
to obtain opinions of package appear- 
ance (5, 6, 8). Although two-thirds 
of respondents shared the rather uto- 
pian preference for packages designed 
to look good on pantry (rather than 
grocery) shelves, more than half felt 
it would not be nice to see solid 
color packages. About the same num- 
ber A indicated that the appear- 
ance of the package was not “quite 
important” to them. 

© The response to question 9 may 
come as a bit of a surprise. In spite 
of extensive market testing and 
evaluation of packaging innovations, 
a quarter of the housewives agreed 
with the statement that a “new im- 


provement in packaging is often a 
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change for the worse.” However, just 
how much of this can be attributed 
to a basic consumer cynicism and 
how much to experience—is unknown. 

® Question 12 again demonstrates 
a utopian consumer attitude: Fully 
two-thirds of homemakers surveyed 
said they would like even more sizes 
of packages. This question, incident- 


TABLE Il 


What Homemakers Think About Packaging in General 


Note: Those percentages that do not differ materi- 
ally from the national average have been omitted. 


Would be willing to pay a little more for product in a Agree 
convenient or efficient package or container. Disagree 


Think there is altogether too much advertising on pack- Agree 
ages; space could be better used for directions and Disagree 
description of product. 


Know the brands | like, and will continue to buy them Agree 
regardless of the way they are packaged. Disagree 


The package or container is especially important today Agree 
—since there is little difference between major brands Disagree 
of food products. 


Dislike packages that shout. How nice it would be to see Agree 
a cereal or a soap powder in a solid color package. Disagree 


The appearance of a package or container is quite Agree 
important to me Disagree 


Would much prefer to buy products in old-style pack- Agree 
ages at lower cost. Disagree 


Like the packages that are designed to look nice on my Agree 
shelves, rather than to stand out on a grocery shelf. Disagree 


A “new improvement” in packaging is often a change Agree 
for the worse, in my opinion. Disagree 


Sometimes change brands if a competing company Agree 
comes out with a package | prefer. Disagree 


When |! buy foods and household products, the package Agree 


or container has a great influence on my choice of Disagree 
brands 


Wish food packages and containers came in more sizes. Agree 


| often must choose between “too much” and “too Disagree 
little.’” 


Believe that products in the large “economy-size” pack- Agree 
ages often cost more per unit of weight than they do Disagree 
in smaller packages. 


Wish manufacturers woudn’t try to fool me by packing Agree 
a small amount of product in an over-size package. Disagree 
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ally, found homemakers arranged ac- 
cording to income, with the group 
with the least income strongest in 
favor of more sizes, and the highest 
income group the least concerned 
This pattern is closely adhered to 
through all 14 questions. Almost 
without exception, the lowest income 
group is the most cynical about pack- 
aging, the least willing to accept it 
as worthwhile. At first glance, this 
would appear to be attributable to the 
fact that in the low income family, 
there would naturally be a great con- 


cern with any “frill” that could add 
to the cost of a product. Although 
this is undoubtedly true to a degree, 
it is obviously not the decisive in- 
fluence, as this group did follow the 
national average in its willingness to 
pay “a little more” for a more efficient 
or convenient package (question 1). 

In addition, a glance at the ques- 
tions for which the low income 
group's response differed from the 
average shows that in only one or two 
is there any involvement of value or 
money. 


It is probable, therefore, that 
factors other than just income are 
the most important in creating the 
cynical attitude of the lowest income 
group. One is probably age. As was 
mentioned before, there seems to be 
a fairly steady correlation between 
the attitudes of the lowest income 
group and the oldest age group, in- 
dicating a substantial overlapping of 
the groups. This is, of course, only 
logical, as the growing numbers of 
retired people are very likely to fit 
into the low income category. This, 
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too, is the age group least receptive to 
innovation or modernization. 

A second possibility lies in the fact 
that many low income groups have 
been found to resist trying anything 
new, to stick with what experience 
tells them is a sound purchase. Part 
of this feeling seems to arise from 
the fact that in the past these seg- 
ments of the population have been the 
first targets for unscrupulous pro- 
moters who palmed off inferior mer- 
chandise as “bargains.” Part, too, 
could be due to the related fear of 
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being inadeq:ate as a shopper, the 
tendency to look to upper income 
groups for taste and age. 

Age plays an important—and pre- 
dictable—part in ; woos Pom atti- 
tudes. The study turns up only one 
surprise in this department: The 
youngest age group appears to be the 
least willing to pay extra for the con- 
venient or efficient package (question 
1). Although there may be a low- 
budget reaction here, it is probably 


more likely a bride’s reaction in which 
the young housewife is determined 
to prove to herself at least that she’s 
capable of running a kitchen like 
grandma used to. She probably also 
has more time on her hands as she 
is more likely to be without a flock 
of children or a large home than is 
the homemaker in the next age group. 
Other than that, the age difference 
is quite as expected, with the younger 
groups most likely, and the oldest 
group least likely, to accept a pro- 
gressive packaging philosophy. 
Similarly, the population density of 
the area in which the ndent lives 
has a predictable effect. Without ex- 
ception, whenever there is a depar- 
ture from the national average, the 
rural homemakers reflect a more con- 
servative attitude and the housewives 
from metropolitan areas reflect the 
more liberal, or modern, thinking 
The group in between, those from 
smaller cities, hit the average right 
down the line. But it must be noted 
that with one exception, the gap be- 
tween farm and metropolitan area is 
a mere five percentage points or less 
There is more of a difference, how- 
ever, between geographic areas of 
the country. Somewhat surprisingly, 
the South turns out to be the most 
packaging-oriented section of the 


TABLE Ill 


Characteristic 
Keeps contents fresh until 
they are used up 


Leakproof (when purchased) 


Does not deteriorate (leak, 
crack, tear, etc.) on shelf 


Can be tightly re-closed 
after opening 


Moistureproof (when 
purchased) 


Convenient size & shape 
for storing 


Easy to open 


Fits hand for easy moving 
about, pouring, etc. 


Easy to carry 


Homemakers Rate 9 Package Characteristics 


Question: “Which of the following package characteristics 
seem important to you? Please check the degree of im- 
portance in the corresponding column.” 
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country. The homemakers from that 
area are most willing to change brands 
to get better packaging (questions 10 
and 11), most willing to pay a little 
more for better packaging (1), readi- 
est to accept new packages (9), least 
critical of oversize packages (14). 
True, Southern homemakers are 
strongest in their desire to replace 
advertising on packages with instruc- 
tions (2), but that is probably more 
of a plea for — than an expression 
of dislike for advertising. 

At the other end of the line is the 
North Central area. Homemakers 
from this area take honors for having 
the greatest amount of conservative 
sentiment. They are less likely to 
change brands, and exhibit a strong 
cynicism in their suspicion of econ- 
omy-size packages and packages that 
are not completely filled. Interestingly 
enough, this is the group with the 
least objection to advertising on 
packages. Why should the South be 
most liberal toward packaging and 
the North Central most conservative? 
Any answer is a guess—but it is likely 
that the attitudes shown by the 
Southern women are heavily influ- 
enced by the relatively recent “open- 
ing up” of the South brought shout 
by the spread of mass communica- 
tions ia such as television, and 
by the upsurge in industry (coupled 
with the rapid decline of marginal 
farming) in many areas of the South, 
as well as the faster-than-average rise 
in income experienced in the area. It 
is easily possible that with this “en- 
lightenment” has come an eagerness 
for more and more modern living. 

The North Central, the bread- 
basket area, might be more likely to 
— self-assured, especially con- 
dent housewives—women who are 
less likely to want packaging frills, 
and who would just as soon have ad- 
vertising as directions on a package 
because they will use the product 
their own way anyhow. 


Package Types, Characteristics 


Now that some basic attitudes on 
packaging have been examined, it is 
possible to go on to the packages 
themselves. Homemakers were given 
a list of nine package characteristics, 
all desirable, and asked to rate each 
as “very important,” “important,” or 
“not important.” (See Table IIL) 
Because all the characteristics were 
desirable, all but two were rated as 
“very important” by over half of re- 
spondents, and, except in the same 
two cases, “not important” received 
only minimal ratings. These two 
characteristics are “Fits hand for easy 
moving about, pouring, etc.” and 
“Easy to carry.” 


salina 
eat. 
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THREE PACKAGES THAT FAIL to give the housewife “very 
important” features (see Table iil) are demonstrated here. 


With minor variations the charac- 
teristics were rated in about the same 
order as they were in the 1951 Sales 
Management packaging survey. 

After the housewives rated the 
characteristics, they were asked to 
list those products for which they felt 
each characteristic to be most im- 
portant. Following is a list of the 
characteristics (in order of import- 
ance), the products mentioned the 
greatest number of times, and the 
percent of women who mentioned 
each: 


Keeps Contents Fresh Until Used Up 
Cereals 37% 
Crackers 25 
Baked goods 12 
Sugar, flour 9 
Dairy products 9 


Comment: It is evident from the con- 
sistency with which certain products 
are mentioned, and from comments 
in other sections of the survey, that a 
product’s being listed under these 
characteristics is an indication of at 
least some degree of dissatisfaction 
with its present package 


Leakproof (when purchased) 
Milk & cream 39% 
Sugar & flour 15 
Meat, poultry, fish 6 
Soaps, cleaners 5 
Bleach 5 


Comment: The tremendous growth 
in the use of cardboard milk cartons 
(which have been known to leak) 
drove this category from fourth place 
in importance in the 1951 ‘ale to 
second place this year. 


Does Not Deteriorate 
(leak, crack, tear, etc.) on Shelf 
Sugar, flour 13% 
Dry foods (macaronis, rice, 

meal, popcorn, etc.) 13 


Milk, cream 

Cereals 

Soap, cleansers 

Dry fruits, vegetables 


Can Be Tightly Re-closed 
After Opening 

Cereals 39% 
Crackers 18 
Sugar, flour 15 
Jams, jellies, relishes i) 
Salt, baking powder, 

starches, etc. 7 
Coffee, tea 7 


Comment: Compare this list with the 
“Easy to Open” « list below. Very 
often those products which close 
badly do so because difficulty in 
opening led to the damage or de- 
struction of closure. 


Moistureproof (when purchased) 
Cereals, crackers, snacks 36% 
Sugar, flour, salt starch 29 
Dairy products 10 
Mixes, etc. 9 
Baked goods 8 


Convenient Size and Shape for Storing 
Cereals 31% 
Frozen foods 13 
Milk & cream rj 
Mixes, etc. 7 


Comment: The cereal box that is too 
tall for kitchen shelves is one of the 
most frequently voiced ckaging 


complaints uncovered by the study. 


Easy to Open 

Cereals 
Sugar, flour 
Jams, relishes, baby 

food, etc. 10 
Mixes, etc. gy 
Milk & cream 7 
Frozen foods 5 
Soaps 5 
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From left: pry-up lid is difficult to reclose tightly; unopened 
milk carton leaks; brown sugar box lets contents dry ovt. 


Comment: The traditional difficult- 
to-open packages cop the honors 
again: easy-to-mangle glued card- 
board tops, stitched-top bags, and 
pry-up lids. 


Fits Hand for Easy Moving About, 
Pouring, etc. 
Soaps & detergents 
(liquid & dry) 
Milk, cream 
Salt 
Syrups & oils 
Bleach 


Easy to Carry 
Milk, cream 
Soaps (liquid & dry) 
Bleach 
Soft drinks 


Sugar, flour 


Opinions on Closures and 
Containers 


Some of the strongest evidence of 
the housewife’s growing disenchant- 
ment with old-style packages came 
out of the question asking respond- 
ents to rate 27 types of closures and 
containers as “like,” “dislike,” or 
“don’t care” (Table IV). 

For example, many of the best 
liked features are relatively recent 
innovations. And the least liked are 
those that have been around the 
longest. 

It is in some cases possible to com- 
pare the 1960 results with the scores 
on the 1951 or even 1947 reports, 
although far fewer containers and 
closures were covered in the earlier 
surveys. But it is quite possible to 
see that many of the older type pack- 
ages are rapidly losing favor: 

© The set-in lid of the cocoa can 
showed the most extreme drop. In 
1951, a shade over half (52%) of the 
women ruled favorably on it. A third 
(34%) were unfavorable (“don’t care” 
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got the rest of the votes). This year, 
the figures are practically reversed. 
Now only 27% like these packages, 
while 52% dislike them. 

© Cans that open with a key 
showed a similar drop in favor. In 
1951, 54% liked them, an even third 


© The stitched tops on flour and 
sugar bags also went from majority 
to minority favor. In 1951, 59% liked 
them, 24% didn’t. Today, 38% like, 
42% do not. 

© Both sardine cans and deposit 
bottles continued their plunge into 
disfavor. Sardine cans are almost at 
the point now where the only people 
who like them are those who sell 
them: In 1947, 21% of the home- 
makers questioned liked them; it fell 
to 16% in 1951 and a mere 12% now. 


didn't. Today only 35% care for them Deposit bottles are sharing a similar 
and just under half do not. fate: 33% favored them in 1947, 24% 


TABLE IV 


Opinions on Different Closures and Containers 


(by age of homemaker) 


Question: “For each item in the following list, please how you feel (generally speaking) about that type 


check the box next to the word that best describes of container or closure.” 


45& Over 
Total Under 45 Total 


Pry-off metal tops Cocoa Cans with Set-in Lids 


Like 
Dislike 


Like 27% 
Dislike 52 
Don’t Care Don’t Care 19 


Aluminum screw tops Inner Wraps of Paper 
Like 
Dislike 
Don’t Care 


Like 
Dislike 
Don’t Care 
Other Metal Screw Tops inner Wraps of Foil 


Like 
Dislike 
Don’t Care 


Like 85 
Dislike 3 
Don’t Care 10 


Plastic Screw Tops Sifter Tops for Flour, Sugar, etc. 
Like 
Dislike 
Don’t Care 


Like 55 59 
Dislike WI 8 
Don’t Care 32 32 
Tall Thin Bottles Plastic Squeeze Containers (for Food) 
Like 

Dislike 


Don’t Care 


Like 52 56 
Dislike 22 20 
Don’t Care 22 20 
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in 1951 and a mere 19% this year. 

The younger group is definitely 
more convenience-oriented than is 
the older group. Its preference for 
such items as spouts, plastic — 
containers, economy-size packages, 
plastic flip caps and sifter tops is 
markedly greater than is the 45-year- 
and-older group's. 

On the other hand, it is the younger 
group that is leading the revolt 
against the inconvenient, older pack- 
ages, such as sardine cans, key-opened 
cans, stitched-top bags and deposit 
bottles. 


Convenience is the key factor in 
the difference between the age 
groups. It would be unfair to accuse 
the older group of simply resisting 
change: Note that such innovations 
as aluminum screw tops, plastic screw 
tops, foil liners, re-usable containers, 
and square bottles and jars are ac- 
cepted and liked almost equally well 
by both groups. The difference, how- 
ever, is in the fact that these particu- 
lar new developments in packaging 
are more of a practical than a con- 
venient nature. In other words, their 
value lies more in their ability to do 


the job better—they are more econ- 
omical, better for keeping leftovers, 
keep food fresher, take up less room 
—than in their qualities for making a 
job easier. @ KMR 


NEXT ISSUE: How housewives feel 
about new ideas in packaging. Re- 
spondents rate such things as alumi- 
num cans, multiple packaging, pre- 
measured servings, etc., and tell why 
they think they are good or bad ideas. 
Plus: homemakers tell the type of 
container they would prefer for each 


of several types of food . . . and why. 


Total 


Individual Serving Containers 
Like 
Dislike 
Don’t Care 


49% 
12 
37 


/4-Turn Twist-Off Lids 


Like 
Dislike 
Don’t Care 


Packages with Spouts 
Like 
Dislike 


Don’t Core 


Packages That Reveal Product 
Like 85 
Dislike 1 
Don’t Care 12 


Pull-Tab Openings 


Like 76 
Dislike 8 
13 


Don’t Care 


Cans That Open with a Key 
Like 35 
Dislike 48 
Don’t Core 15 


Containers Usable for Other Purposes 


Like 80 
Dislike 3 


Don’t Care 16 


Stitched Tops on Sugar, Flour Bags 


Like 
Dislike 
Don’t Care 


38 
42 


45& Over 
Under 45 


Deposit Bottles 
Like 
Dislike 
Don‘t Care 


Sardine Cans 
Like 


Dislike 
Don’t Care 


Large Economy-Size Containers 


Like 
Dislike 
Don’t Care 


Tuck-in Tops on Cardboard Pkgs. 


Like 
Dislike 
Don’t Care 


Tear-Open Cylindrical Containers 


Like 
Dislike 
Don’t Care 


Metal Lids on Cardboard Cartons 


29 
53 
17 


Like 
Dislike 


81 Like 
3 Dislike 
15 


32 
47 


Like 
Dislike 


Don’t Care 


Don’t Care 


Plastic Flip Caps (Attached) 


Don’t Care 


Square Glass Bottles or Jars 


45@ 
Under 


Over 
45 


12 
52 
31 


59 
18 
20 


68 
17 
14 


26 
33 
36 


27 
35 
36 


52 
10 
33 


63 
12 
22 
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nother New Hobble 


n National Pricing 


The pricing latitude and freedom of national marketers is being 
limited again. The Supreme Court's decision in the Budweiser 
case gives FIC strong new support in challenging differen- 


tials in price of a product in various areas of the country. 


By BERT MILLS 
Washington Editor 


Assume you are a policy-making sales executive of 
Anheuser-Busch, Inc., the St. Louis brewer. Your Bud- 
weiser is the No. 1 national and international best seller 
among premium beers. But right at home you rank only 
fourth in sales in the St. Louis market. 

You know why: A case of Budweiser costs 58 cents 
more than the standard price of three local brands made 
by Griesedieck Western, Falstaff, and Griesedieck Brothers. 
The question: Can you cut your price 58 cents in an effort 
to capture a larger share of the St. Louis market? 

The answer is “no.” 

This happened back in 1954, and the Federal Trade 
Commission has been busy ever since making this negative 
answer stick. A Supreme Court decision this summer 
agreed with FTC and reversed an Anheuser-Busch victory 
in the Court of Appeals. The tortuous legal trail is not 
yet concluded, for the Supreme Court remanded the case 
to the Court of Appeals for further proceedings along 
lines laid down in the Supreme Court decision 

Anheuser-Busch argued that it had acted “in good 
faith” to meet the lower price of competitors. It pointed 
out that it did not undercut competitors’ prices, merely 
met them by eliminating the differential between local 
and national brands. Neither the Court of Appeals nor the 
Supreme Court ruled on this “good faith” defense. 

This issue is still to be fought to a conclusion, but at 
the moment the FTC finding that Anheuser-Busch did not 
act in good faith still stands. FTC holds that eliminating 
the historic differential is not just “matching” a competi- 
tive price but in effect is an “undercut” price under the 
Robinson-Patman Act 

The Robinson-Patman Act dates back to 1936. It deals 
with price discrimination of products sold across state 
lines and specifically forbids a seller to “discriminate in 
price between different purchasers of commodities of like 
grade and quality . . . where the effect of such discrimi- 
nation may be substantially to lessen competition or tend 
to create a monopoly or to injure, destroy, or prevent 
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competition with any person who either grants or know 
ingly receives the benefit of such discrimination, or with 
customers of either of them.” 

Under the law, three kinds of defenses to price dis- 
crimination charges are permitted: (1) differentials which 
reflect only differences in a seller's cost of manufacture, 
sale or delivery; (2) price shifts in response to changing 
market conditions; (3) price cuts made in good faith to 
meet an equally low price of a competitor 

Thus the law seeks to draw a line between “discrimi- 
natory” prices and “differential” prices. The former is 
illegal if injury results or could result (and evidence of 
“injury” is gathered easily). The latter recognizes that 
competitive forces require some flexibility in prices. 

The problem that both sellers and buyers face is in the 
gray area between “discriminatory” and “differential.” One 
clue to a solution is to be found in the original intent of 
Congress in passing R-P, which was to prevent a national 
manufacturer or distributor from being able to eliminate 
a local competitor by the price-cutting route. 

The temptation is strong for a company selling nation- 
ally to “subsidize”: cut its prices in areas where competi- 
tion is tough and raise prices elsewhere. The incentive to 
follow such a course is strongest among sellers of products 
which compete with a locally made item, and particularly 
when transportation costs are relatively high in proportion 
to the value of the product. Beer is a good example. 

Here are the facts in the Anheuser-Busch case: Back 
in 1954 there was a price differential of 58 cents per case 
between the price of Budweiser in the St. Louis market 
and the price of three locally brewed brands all sold at 
the same price. In two steps over a 5-month period, the 
price of Budweiser was cut 58 cents to match the price 
of local competitors. Budweiser premium differentials were 
maintained in other markets. Even before the price re- 
duction in St. Louis, Budweiser had sold there for less 
than in any other market—$2.93 a case as contrasted with 
$3.44 in Chicago. 


The period of equal prices in St. Louis lasted about 
nine months, after which Budweiser went up 45 cents per 
case. Its local competitors almost immediately raised their 
prices 15 cents per case, re-establishing a substantial differ- 
ential although not so large a one as before. Before the 
price cut, Budweiser had only 12.5% of the local market 
but zoomed to 39.3% before hiking its price. It went from 
fourth to first place in the local market. After ceasing to 
match local prices, Budweiser slipped to 21.03% of the 
market, and to third place. 

FTC brought its price discrimination case against An- 
heuser-Busch in 1955. After hearings, FTC concluded: 
“As a result of maintaining higher prices to all purchasers 
outside of the St. Louis area and charging the lower prices, 
as reduced in 1954, to only those customers in the St. 
Louis area, respondent discriminated in price as between 
purchasers differently located.” 

There were several new elements in this case. One 
was the fact that Anheuser-Busch did not undercut com- 
petitive prices, merely matched them. FTC concluded 
that in view of the historic differential between premium 
and local brews, matching prices amounted to undercut- 
ting. Another factor over which there has been much 
argument in the courts was the fact that the Budweiser 
price was the same throughout St. Louis, with no dis- 
crimination between individual outlets. 


> The latter point proved of key importance to the Court 
of Appeals, which reversed FTC by holding there was no 
price discrimination between St. Louis customers, and no 
competition between St. Louis outlets and those else- 
where that paid a higher price. The court ruled “at the 
threshold” that there was no injury in the “secondary line” 
(at retail), and therefore no violation. The Court of Ap- 
peals verdict was a narrow one which did not decide 
whether there had been competitive injury, or whether 
the Anheuser-Busch “good faith” defense was valid. The 
subsequent Supreme Court reversal also stopped short of 
deciding these points, but held that injury could flow 
from price discrimination at the “primary level” (among 
breweries) 

Joseph E. Sheehy, Director of the FTC Bureau of 
Litigation, who has long experience in price discrimination 
cases, discussed with Sales Management some of the 
lessons of the Anheuser-Busch case. 


Warning: ‘Shun Avoidable Risks’ 


Marketers—particularly those who rely on a free- 
wheeling, but technically legal, pricing policy—can 
take notice of a new warning “to shun avoidable 
risks.” High on a list of such risks: Questionable dif- 
ferentials in the price of a product in various geo- 
graphical areas. 

The warning was sounded recently by FTC Chair- 
man Earl W. Kintner. While his remarks were not 
restricted to pricing practices, Kintner emphasized 
this pertinent point: 

“Compliance with the spirit as well as the letter 
of the law is required. Americans defend the profit 
system on the ground that profit is the legitimate 
reward for the assumption of risks. Certain it is 
that the entrepreneur must boldly embrace those 


He made it plain that this decision does not force a 
national distributor to maintain a single price throughout 
the country and that FTC’s attack was limited to “those 
price differences which it had reason to believe affected 
competition adversely.” He added: “Of course, varying 
prices in different areas are perfectly lawful when they 
simply reflect cost differences.” 

“Predatory intent” is a key legal phrase in most price 
discrimination cases. Mr. Sheehy was asked: “Is evidence 
of predatory intent essential in an area price discrimina- 
tion case?” 

His reply was: “No. But from my experience, I am 
of the opinion that it will be present in practically every 
instance and we, of course, shall put in the available evi- 
dence on this point. It is of special importance in estab- 
lishing that the lower price was not made in good faith to 
meet the equally low price of a competitor.” 


® The Anheuser-Busch case is by no means the only 
current proceeding which will bear watching by marketers 
hopeful of avoiding trouble with Uncle Sam over area 
price differentials. Two significant cases, still a long way 
from a final decision, involve Pure Oil and Sun Oil. The 
outcome of these will have much to do with the constant 
battle between the major refiners and private brand 
operators. 

Pure Oil and Sun Oil are charged with permitting their 
dealers in two markets to price their gas within 1 cent of 
the lower quotation of private brands. The normal differ- 
ential is 2 cents. One of the issues in the oil case is 
whether the price cuts were made for defensive reasons. 
FTC’s position is that a “good faith” defense cannot be 
sustained unless the respondent can prove he acted de- 
fensively 

As Mr. Sheehy expresses it: “The good faith defense is 
one of which a seller may avail itself only as a defensive 
mechanism in an effort to retain customers and then only 
in an individual competitive situation.” 

Mr. Sheehy does not talk about what FTC may do next 
in attempting to prevent abuses in discriminatory pricing. 
But the unanimous decision of the Supreme Court in the 
Anheuser-Busch case should make it clear that FTC has 
a mandate to step up its activities in similar instances 
Marketers would be wise to relate their practices to the 
new situation they face. @ 


risks which promise adequate potential rewards, but 
it is also a part of the duty of the diligent and pru- 
dent entrepreneur to shun avoidable risks. 


“The risk of the inconvenience and expense of a 
legal proceeding, the risk of legal penalties and the 
risk of loss of good will and reputation as the result 
of law violation are avoidable risks. The careful 
businessman can safeguard his enterprise by careful 
adherence to the requirements of law. 


“And we must not forget that every businessman 
has a duty to the free enterprise system itself in 
addition to the duty he owes to his stockholders. A 
demonstration that individual integrity can safe- 
guard the public interest in the absence of the massive 
controls of a police state vindicates the cause of 
freedom.” 
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An Exclusive Interview 


The Democratic Party, in its platform and through its candi- 
date, Senator John F. Kennedy, has clearly stated what it 
feels Government's role should be in relation to business in 
general and marketing practices in particular. The Republi- 
can Party's platform is worded much more broadly, so much 
so that it is difficult for marketers to get a clear idea of 
specific attitudes and intentions in this area. (See ‘Market- 
ing’s Stake in the Political Campaign,” SM, Sent. 2, 1960, 
page 35.) Consequently, we presented the following ques- 
tions to Vice-President Richard M. Nixon. His answers 
should prove illuminating in certain areas, 


NIXON 
ON 


MARKETING 


In vour opinion is it a proper function of either 


the Legislative or the Administrative arms of 
the Federal Government to investigate sales pro- 
motion strategies and tactics of private corpora- 
tions, and to reach conclusions as to whether the 
amounts so spent are in the public good, as is now 
being done in the Kefauver Committee's investiga- 
tions of the drug companies? Or in a democratic 
competitive system should the manufacturer be 
allowed to stand or fall according to public accept- 


ance of his marketing and pricing decisions? 


The Federal Government does have a proper 
function in regard to sales promotion strategy 
and tactics, and it is this: The Government should 
protect the consumer against deceit and fraud on 
the part of some sellers. The activities of the Se- 
curities and Exchange Commission and the Food 


and Drug Administration demonstrate how this 
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role can be exercised effectively. I do feel, however, 
that the Government—and this includes the Legis- 
lative as well as the Executive branch—has a clear 
responsibility to be completely fair to the private 
businesses involved. They must not be treated 
automatically as enemies of the public interest or 
otherwise held up for attack by a responsible 
agency of Government. I think, by and large, that 
this sense of fairness has been observed and it 


should continue to be so. 


The Democratic Party platform proposes to 
control inflation by restraining “administered” 
price increases in industries “where economic 
power rests in the hands of a few.” In your opinion 


is such action necessarv? 


While I am in favor of reducing excessive 


market power wherever it interferes with the 


Photos by Phili 


Patierson 


effective functioning of our competitive economy, 
| am not impressed with the arguments of those 
who say that our system is hamstrung by “ad- 
ministered prices” in important areas. Generally, 
| believe that our economic system is vigorously 
competitive. I would particularly disagree with 
those who would use inflation as a justification for 
price “controls” of any kind, administrative 
or otherwise. Free economic decision-making 
on prices is vital to the performance of a free 
economy. 

Changes in prices are the signals by which pro- 
ducers know what consumers want and begin pro- 
ducing the goods which satisfy those wants. To 
tamper with individual price decisions is to tamper 
with the mechanism which makes our free system 
work. 

I believe we can keep the general price level 
stable without surrendering free economic de- 
cision-making. The record of this Administration is 


encouraging evidence on this score. 


Should industry (except possibly in “mo- 
nopoly” industries) be required to notify the 


Government of anticipated price changes? 


A proposal seems to suggest a first step 
which inevitably could lead to more drastic 


measures. If industries are required to notify the 
Government of price increases, how long will it 
be before the Government exercises some kind of 
control over whether they can raise those prices? 
And if prices are controlled, for how long can 
wages remain exempt from Federal controls? As 
I have emphasized repeatedly, controls are not the 


solution to inflation. 


The total sales personnel force in America 

has been estimated at 5 million men and 
women. This would make it among the largest, if 
not the largest, single occupational “white collar” 
work force in the country. Many of them depend 
upon commission-type incentive systems (which 
rise or fall with the sales results produced) for a 
major part of their incomes. How might Com- 
merce and/or Labor departments better insure 
that their interests were adequately represented 
in industry-labor-Government areas of conflict? 
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Defending the interests of sales people in 

labor-management areas of conflict presents, 
I believe, the same problem as defending the 
broad public interest generally. I have some first- 
hand knowledge of this problem from my dis- 
cussions on the steel strike last January. In my 
talks with steel industry and union leaders, I tried 
to act on the basis that the Government's objective 
should be to serve the needs of the whole public— 
the national interest. This meant a settlement that 
did not please the industry 100% and, by the same 
token, it did not please the union 100%. I think 
this is the principle which must guide the Federal 
Government's policies with respect to all particu- 
lar groups. 


Big Business and Big Labor, by the very 

nature of their size and resources, seem capa- 
ble of protecting their interests, and the Small 
Business Administration has been set up to foster 
small companies. Yet a great bulk of our economy 
is dependent upon the welfare and progress 
of companies in the medium-size field. Would 
a “Middle Business Administration” help the 


economy? 


I would not want to see my Administration, 

or any administration, gain the reputation of 
being a “Big Business Administration,” a “Small 
Business Administration,” or a “Middle Business 
Administration"—or a “Labor Administration,” 
either. I agree that what you call “middle business” 
represents a very substantial part of the economy 
and a segment through which much of our prog- 
ress in new products and better services comes. 
The best way of promoting the interests of this 
group is by policies which foster economic growth 
and stability and progress generally. 


Would you favor tax reduction, including re- 
duction of corporate tax rates, as a method 
for stimulating economic growth? 


While our national and international com- 
mitments are such that over-all tax reductions 
do not appear feasible now, I do not believe we 
can afford to postpone tax reforms which would 
stimulate a faster rate of economic growth. This 
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question has been carefully studied by the Presi- 
dent's Cabinet Committee on Price Stability for 
Economic Growth, of which I am chairman. My 
conclusion is that many features of the present 
tax structure tend to reduce those incentives which 
guarantee maximum progress. We should make 
the consideration of realistic adjustments in these 
tax schedules one of our first orders of business. 


Could you outline any specific areas where 

you feel in the 1961-1965 period the nation’s 
executives engaged in sales, marketing, advertising 
can contribute more in assistance, action and ideas 
in such areas as Federal-local Government, general 
and business education, technical assistance both 
domestically and internationally, a healthy rate 
of national growth, the stability of our economy, 
additional jobs and opportunities? 


A= question is, of course, very wide in scope. 
In this country, there are endless ways in which 
the ingenuity and inventiveness of business execu- 
tives serve those high objectives. If I were to single 
out one specific channel of activity at this particu- 
lar time it would be to urge the nation’s executives 


to increase their interest in politics, and their 
associates’ interest in politics. In a democracy, it 
is vital that our most informed leaders participate 
fully in the political process. During a time of 
great challenges to our country, the need is still 
more imperative. ® 


The most important dollars 
in your advertising budget 


How “U.S.NEWS & WORLD REPORT” 
provides more customer coverage 
per ad dollar* 


Of 14 leading magazines, “U.S.News & Wortp 
Rerort” ranks first in actual buyers per advertising 
dollar in these and other major markets: 


FOR EACH $100,000 “USN&WR" PROVIDES . .. 


ee MORE THAN 
U 
MARKET AMONG 


KNOWN 
CUSTOMERS 


VACATION TRAVEL | 34,600,000 


BUSINESS TRAVEL | 25,000,000 | 3,700,000 


NEW CAR | 14,000,000 | 2,100,000 


HI-FI & STEREO | 24,000,000 | 4,100,000 


AIR-CONDITIONING | 9,300,000 2,600,000 


CORPORATE STOCK | 33,700,000 | 12,800,000 


CAR RENTAL | 10,700,000 1,800,000 


AUTOMATIC DISHWASHER | 13,500,000 | 1,900,000 


For a complete report or 19-minute film strip explana- 
tion of any of these market studies, ask your adver- 
tising agency or any advertising office listed below. 


*Rared on market studic! conducted jointly 
I . Benson, In 
Bruce Home 
nal Geography, Naw Yorker, 
Evening Post, Sports lilustrated, Sun 


.-are those that carry your selling messages to known 
buyers, not just anybody. How to concentrate on those who 
are doing the bulk of the buying is a problem being solved 
by today’s definitive customer research. It is finding out 
what kind of people they are, where they are, and how 
they can be covered most effectively. 


And the findings show that these known buyers for 
most big-ticket items are by far and away concentrated in 
America’s high-income families—-those headed by the 
responsible men in business, industry, the professions, etc. 
These are the people who account for the biggest volume 
of sales in every major-purchase consumer market. These 
are the same people who make the decisions that determine 
what business buys. 

That these also are the kind of people who buy and 
read “U.S.News & Wortp Report” each week helps 
explain why it is considered by so many major advertisers 
to be... 


The most important magazine 
of all 


Four out of five “U.S. 
News & Wortp Report” sub- 
scribers occupy managerial or 
supervisory positions. Their 
average family income is 
$15,496—highest of the news 
magazines and highest of all 
magazines with over 1,000,000 

circulation. 
Thus, “‘U.S.News & 
Wortp Report” gives adver- 
tisers their best oppottunity to achieve, within existing 
budgets, greater frequency and impact among clearly de- 
fined customers and prospects. It’s a highly non-duplicated 
audience. These busy people rarely have time for more 
than one news magazine. They rely on “U.S.News & 
Worvp Report” because it alone concentrates exclusively on 
the important news of our times. This is news they use as the 
basis for their personal and business plans and decisions. 
By every relevant measurement, “U.S.News & WorLp 
Report” stands out. No wonder it is first among the news 
magazines in total advertising page gains 30 far this year. 


U.S.NEWS & WORLD REPORT 
America’s Class News Magazine 
Now more than 1,175,000 net paid circulation 


Advertising offices: 45 Rockefeller Plaza, New York 20, N.Y. Other advertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, Chicago, St. Louis, Los Angeles, San Francisco, Washington and London, 
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What's new in 
Point-of-Purchase 
advertising? 


The oldest form of merchandising is also the fastest-growing. 
See fresh ideas, new techniques at the 14th Annual Point-of- 
Purchase Symposium & Exhibit , Nov. 1,2,3, New York Coliseum. 
For free tickets write POPAI, 11 W. 42nd Street, New York 36, N.Y. 


Open only to national, regional and local advertisers, agency personne! and the press 
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Translations from 
The Sales Manager 


Memo: 

This is not a good vear for us and 
we do not feel able to imecrease your 
remuneration at this time 

Translation: 

Forget about a raise and start wor- 
rying about holding your job. 


Memo 

Use ot alcoholic stimulants for sales 
promotional purposes can be ovet- 
done 

Translation: 

If you must get loaded, don't ex- 


pect us to foot the bill. 
Memo: 


Experience has demonstrated that 
the successful salesman keeps his nose 
everlastingly to the grindstone 

Translation: 

I'm wise to your poker matinees. 


Memo: 

Availability to your superiors dur- 
ng working hours Is of prume impor- 
tance to our selling effort 

Translation: 

Do your golfing on week ends. 


Memo 

With respect to your complaint of 
non-delivery, kindly advise your cus- 
tomer that the merchandise has been 
shipped and should reach him shortly 

Translation: 

We're trying like hell to get it out 
by tomorrow night. 


Memo 

Until further notice, kindly report 
directly to the headquarters office, 
pending reorganization of sales activi 
ties in your area 

Translation: 

Your boss has been canned. 


Memo: 

Catalog item #1062 has been care 
fully engineered, thoroughly tested 
and represents the best possible value 
in the lower price class 

Translation: 

It's a dog but peddle it if you can. 


Memo: 

We must all pitch in and outdo all 
past performances during the critical 
period which lies just ahead 

Translation: 


I'm bucking for V-P. 


Memo 

One of the prime requisites of a 
successful sales manager is the ability 
to instill a sense of loyalty in all sales 
personnel 

Translation: 

Lose any more top producers to the 
competition and I'll lose you. 


4 


: we crospace 
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...a technology vital to the men you must sell 


In the complex aerospace industry, 
advances in one technology frequently create problems 
in the application of other technologies. So each man 
who makes technical decisions must be able to relate 
developments in all technologies to their possible effects 
on his own assigned area of responsibility. 


In Space/ AERONAUTICS your advertisements are read at 
the time your prospects are keeping abreast of technical 
advances — looking for answers to technical problems. 


That’s why ads in Space/ArRronautics offering prod- 
ucts — systems — and corporate capabilities stimulate 
buying action. 


@ propulsion @ dynamics 
@ electronics @ electro-mechanics 
@ moterials @ pneumatics/hydroulics 


@ structures @ extreme environments 
the magazine of @ guidance @ ground support 
° 


aerospace technologies testing @ data processing 


space /aeronautics 
/ 
/ 

A Conover-Mast Publication IN 8 P 

205 East 42nd Street, New York 17, New York 


A 15” x 18” print of this oil painting, especially conceived by Georg Meyerriecks for Space/ Aeronautics, is available without charge. 


Cast 1.25 mil polyethylene film from regular production run using PETROTHENE 218 resin 


SELL MORE ON SIGHT... AND SAVE 
WITH CAST POLYETHYLENE OVERWRAP 


rts, cast 


f+ 


feel softer 


t is bread or Bermuda she 


you money in your 
packagi tox ere are no special produc- 
tion problems. | als well, and handles easily on 
verwrap eq or modified to handle 
lyetl expensive transparent 
. Cast polyethylene film 

1 U.S.L.’s PETROTHEN! 
ck into U.S.I.’s latest 

. designed for cast 
ikery products or 
softness and 
hnical service engineers will 
be glad to work with hin it to work for you. 


cr 
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s tradi- US PNoustriat cHemicats co. 


; y n of Notional Distillers and Chemical Corp. 
. Clean 99 Park Ave., New York 16, N. Y. 
Branches in principal cities 


Make Your Salesmen 
Intelligence Agents 


Equipped with a special call report form, salesmen of A. H. 


Rice Co. function as field intelligence operatives in the many 


industries the company serves. Weekly reports give valuable 


information on trends, prices, customers, competitors, products. 


Even the best customers don’t al- 
ways buy! Yet the salesman can 
almost always attach some intangible 
value to the time and effort spent on 
non-productive calls 

The sales force of the A. H. Rice 
Co., Pittsfield, Mass., has an organized 
method of converting this value into a 
tangibility—completely justifiable to 
salesman and company alike. Its basis 
is a special call report form, designed 
to equip every salesman to function 
as a held intelligence operative for the 
company 

As with many companies, the in- 
terests of A. H. Rice (makers of silk 
and synthetic sewing threads and 
braids for industry 
a number of fields, bound together 
only by the products it sells The 
company’s 


are spread over 


president-treasurer, John 
H. Rice, points out that “scrupulous 
attention to developments in publica- 
tions serving these various industries 
is not sufficient to keep abreast of 
trends at their inception. Our call 


report, however, often will clue us to 


SWIFT, DEPENDABLE transmission of field intelligence data 
is achieved by combining the call report with each Rice sales- 
man’s weekly expense report in a side-stitched booklet form. 


changes which can have an effect on 
our business considerably in advance 
of trade publicity.” 

For example, a salesman who re- 
ceives an order for nylon thread from 
a customer whom A. H. Rice has sup- 
plied with silk over a long period will 
note this fact in the “remarks” section 
of his call report. He might have the 
opportunity to discover that a new 
line is being readied for introduction, 
or that important changes are being 
made in an existing line. Suddenly, 
“he finds himself in possession of in- 
formation with an infinitely greater 
potential value than that of the order 
itself,” declares Rice. 

When this information sits in the 
salesman’s head, it is of value to him 
alone. Its full potential, says Rice, 
“cannot be realized until it is delivered 
to us, where, in conjunction with other 
reports, it can have a profound influ- 
ence on virtually any phase of our 
operations, from research through to 
production.” 


The company has made provisions 
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for swift, dependable transmission of 
this intelligence data by incorporating 
this call report information with each 
salesman’s weekly expense report, in 
side-stitched booklet form. Every 
other page is perforated, and a car- 
bon sheet is provided to permit the 
making of a duplicate for the sales- 
man’s personal files. At the end of 
each week, he sends the complete ex- 
pense report and call report booklet, 
less his own perforated copies, to the 
plant. 

Sometimes the salesman spends an 
hour of precious time with a cus- 
tomer without writing an order. He 
can show no tangible return until he 
fills out his call report. In the time 
spent on the call he had an oppor- 
tunity to learn a great deal—both 
about his customer’s satisfaction with 
his product, and about competition's 
activities in the area. 


> A price change, changes in the 
quality of competitive products, new 
sales personnel covering the area, all 
can be reported in the “remarks” sec- 
tion of the call report. Sorted and 
evaluated, this information paints a 
lucid picture for management, of com- 
petitive efforts in all areas. 

In designing the format of the A 
H. Rice call report, a major considera- 
tion was to make it simple to use. The 
less arduous and chorelike it was, the 
more quickly it could be formed into 
a regular use-habit by the salesmen 
In spite of its simplicity, however, the 
A. H. Rice call report supplies a 
wealth of valuable information. 

The first left-hand column lists the 
name of the firm. A narrow second 
column requires just a check mark 
if this is an initial call. A broad col- 


umn is provided to list specific and 


WEALTH OF INFORMATION gathered in the call reports in- 
cludes details on customer products, the buyer's name, 
products sold, and “remarks” on both sides of call report. 
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CITY Limits 


city of 


ELSEWHERE #.™ : 


POPULATION 2500 AND UP 


WHAT ARE THE MERCHANTS 
oF ‘ELSEWHERE. 


ACB Research Reports will tell you 
if they are advertising your brand... 
your competitor's brand...and to what 
extent...you see all 1,393 markets 
as one clear, coherent picture 


In and around the 1,393 cities in which 
daily newspapers are published there 
circulates newspaper display advertis- 
ing costing two billion dollars yearly. 

This newspaper advertising expen- 
diture is far larger than that oj all 
other media combined. Yet you never 
see it! Aside from your home town, 
the other 1,392 key markets are pretty 
much a blind spot. 


What's going on... are the mer- 
chants of these 1,392 “Exsewnere’s” 
pushing your brand . . . supporting a 
rival brand ...ignoring your field... 
are competing brands dominating cer- 
tain towns or areas with their nation- 
ally placed newspaper advertising ... 


The answer to these and similar 
questions are of vital importance to 
manufacturers whose goods are sold 
through retail outlets. ACB Reports 
tell you exdctly what is going on in 
any one or more of these markets. 

Leading merchandisers rely on ACB 
Reports. Lever Brothers Co., soap and 
allied product manufacturer says: 

“Various departments here at Lever 


Brothers have used ACB facilities for 
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DOING? 


more than 15 years. It is rather diffi- 
cult to enumerate the many ways in 
which this information has been used, 
but suffice it to say it has provided a 
valuable tool for our advertising and 
sales departments over the years.” 


More than 1,100 progressive com- 
panies are subscribers to one or more 
of ACB’s 14 different Newspaper Re- 
search Services. 


Send for big ACB Catalog 


If you are not thoroughly informed 
on the many uses of ACB Reports ask 
for the big ACB Catalog. Its 48 pages 
are filled with the uses to which these 
Reports may be put for more efficient 
management of sales and advertising 
and other useful data. Catalog sent 
free on request. 


ACB reads every advertisement ir 
ACB SERVICE OFFICES 


353 Park Ave. South « New York 10 

18S. Michigan Ave. + Chicago 3 

20 South Third St. + Columbus 15 
161 Jefferson Ave. + Memphis 3 


51 First St. « San Francisco 5 
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detailed information on customers’ 
products and how Rice’s products are 
used in them. The name of the buyer 
is requested on each call, to keep up 
with personnel changes. In the next 
three boxes, the salesman need only 
indicate with a check which of the 
Rice product lines was sold to the cus- 
tomer. The two remaining boxes show 
the date of the last previous call and 
report. Space is provided both in the 
bottom portion of the front of the form 
and on the entire reverse side for 
“remarks.” 


> Still another function of the call 
report is to keep the mailing list for a 
monthly customer newsletter, “Needle- 
talk,” alive and up to date. 

Because the company’s sales or- 
ganization is extended throughout 
every region of the country in which 
there is an industrial use for thread, 
says John Rice, “it is a complete im- 
possibility for management to pick 
each individual salesman’s brain. It 
is also unreasonable to expect the in- 
dividual salesman to evaluate properly 
the over-all significance of any given 
piece of information. This is a man- 
agement function, which can be ac- 
complished only after management 
has all the field facts in its pos- 
session. Our call reports deliver these 
facts to us while they're still fresh and 
important to our marketing picture.” 

As any communications system 
must, the call report offers obvious 
two-way benefits, to salesman and 
company alike. John Rice explains: 
“Out-of-line prices, deviations in prod- 
uct performance in the field, and other 
such serious sales hurdles are brought 
to management's attention, and the 
onus is on us to take prompt remedial 
measures. A situation cannot be dis- 
counted as a customer's alibi when it 
is reported with a high degree of fre- 
quency from many different areas, and 
salesmen are assured of prompt action 
on the plant's part to correct such 
situations when they arise.” 

The company has been able to 
demonstrate the value of this two-way 
principle to its people in the field on 
many occasions. They in turn have 
become more completely sold on this 
call report system. ® 


COMING NOVEMBER 10 
‘Marketing on the Move’ 
A Special Issue 
Sales Management 


Alice in Numberland 


CHAPTER III Jabberwocky 


‘Twas brillig, and the slithy toves 
Did gyre and gimble in the wabe; 


All mimsy were the borogoves, 


And the mome raths outgrabe. 


Understand? We don’t either . . . any more than 
we do the extravagant claims so prevalent today 
from many business, general news and industrial 
magazines—vertical and horizontal. 


What we do understand, however, is that in 
today’s competitive business climate, your adver- 
tising dollars must work harder than ever before. 
Consequently, it becomes increasingly important 
that your sales story be judiciously placed in publi- 
cations that: (1) reach your market with a maxi- 
mum of effective circulation and (2) possess an 
exciting editorial quality that assures depth of 
readership — thereby providing your advertise- 
ments increased exposure before your best cus- 
tomers and volume prospects. If you sell to the 
metalworking market, see how PRODUCTION 
fits your requirements. 


Over 99% of PRODUCTION’s 31,000-plus 
readers are concentrated in metalworking plants 
that account for over 85% of the millions of 
dollars spent each month for metalworking equip- 
ment, materials and supplies. PRODUCTION 
proves that waste circulation is not a necessary 
evil in reaching this volume-buying market. 


PRODUCTION’s reader-oriented publishing 
practices result in an editorial quality that en- 
courages thorough readership of each issue. Your 
advertisement, in this atmosphere of editorial ex- 
cellence: finds a ready-made audience of top buy- 
ing influences . . . readers who are continually 
searching for methods and products to improve 
manufacturing efficiency. 

No Jabberwocky here! With PRODUCTION, 
there is no wonderland of superlatives, no frantic 
circulation numberland (and, incidentally, no 1961 
rate increases) . . . just sound, progressive pub- 
lishing practices directed to America’s largest 
industrial market. Call your PRODUCTION 
representative or write direct. 


_ 
- 


e- 
See eee 
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PRODUCTION 


the magazine of manufacturing 
Bramson Publishing Company, Box 1, Birmingham, Michigan 
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Prosperous people . . . people with high 

incomes—these are your best market for 

consumer goods. Today, this market is 

bullish. The Newsweek-sponsored Con- 

#- tinuing Study of Consumer Buying Plans, 
conducted by the National Industrial 

Conference Board, shows that people in 

——— the upper income classes have stepped up 

- Tite their plans to buy homes, cars, major 


— ~ appliances. 
—< . These same peuple, by and large, are 
— your best market for industrial products. 


Many of them are managers, proprietors 
and officials . . . the executives who make 
the top decisions on business purchases. 


Whether you’re mapping sales strategy 
for consumer or industrial products, con- 
sider this: per advertising dollar, News- 
week delivers more high-income readers 


. more readers who are managers, pro- 
prietors and officials .. . than any other 
magazine in the newsweekly field. 


a 


The world-wide newsweekly for communicative people 


— Si 


OUTLOOK 


the time 
for cool heads 


SELLING 


new ways of reaching 
ready-to-buy consumers 


ADVERTISING 


associations join in 
clean-up attempt 


MARKETING NEWSLETTER 


This is not the time to panic. It's the time to keep a cool 
head—to make decisions based on facts, mot on fears. ... 
The real crisis—if one exists—is the profits squeeze. Law- 
rence A, Appley, president, American Management Assn., puts it 
this way: "Management has seldom experienced the problem as it 
now exists. During the past 20 years a steady climb in prices 
has absorbed increasing costs. It didn't take much skill to 
pass increasing costs right on to the public. But now infla- 
tion has been effectively, even if temporarily, curbed." He 
adds the clincher: "The softness we are experiencing—and the 
anticipated slump—are in profits more than in volume." 


The plain facts: A profits slump is not a promise of a future 
sales slump. True, some prophets of gloom are singing a sad 
song for '61. Some boards of directors took one look at first- 
half profits and dictated across-the-board slashes in costs. 
- « « But companies that are really marketing oriented are not 
cutting back on the selling effort. They're boosting, not 
trimming, ad budgets, and sales programs, and new product plans 


crease Sales volume. . .. This is the time to be cautiously 
bold, to use more brainpower, to make every selling minute and 
dollar count. It is definitely not the time to slash ad budg- 
ets, to stop training, to halt hiring salesmen, to ignore small 
customers and prospects. . . . Panic never boosted profits. 


That aggressive merchandiser of the tire industry—Vanderbilt 
Tire & Rubber—scores another first. Its newest deal, with 
Food Fair Stores, will bring auto supply centers to super mar- 
kets. At selected Food Fair sites, F. F. Automotive Stores 
will permit the housewife to make her choice of tires, seat 
covers, mufflers, etc.; do the grocery shopping, and pick up 
the car ready-to-go. (Through its Tire Mart Stores, Vander- 
bilt operates similar centers at big department stores and 
shopping centers.) . . »« Vanderbilt's imaginative marketing 
raises a provocative gueStion: How many marketers are too set 
in their ways, are overlooking new methods and outlets for 


reaching a bigger buying public, at more opportune times and 
places? 


A major barrier to eventual Government involvement in the matter 
of good taste in advertising has been erected by the creation 
of the Joint Committee for Improvement of Advertising Content 
by the Assn. of National Advertisers and the American Assn. 
of Advertising Agencies. This "clean-up" board consists of 
20 members, ten each from industry and agencies. It will re- 
view complaints of objectionable ads filed by members of the 
two associations and other business groups. The committee 
will appeal egually to advertisers and agencies for correction 
of ads found to be in poor taste. 
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—- SVE NEWSLETTER (continued) 


ADVERTISING Marketers employing seals of approval—or boosting their prod- 
ucts as certified by some testing lab—should not be surprised 

FTC may probe by a visit from an FIC investigator. FTC is saying nothing 

seals of approval about its plans yet, but is doing some preliminary checking. 
Whether a full-scale probe will result remains to be seen, but 
some low-level staffers hope to sell the idea. 


FTC curiosity was aroused by a recent false advertising case 
involving a garment maker who was found to be misrepresenting 
a@ testing company's findings. (Years ago, FIC brought a case 
against Good Housekeeping's seal of approval, which resulted 
in some changes in the magazine's practices.) . . . Now FIC 
wants to know what policing is done by those who issue seals, 
what efforts are made to insure that product guality is main- 
tained after issuance of a seal, etc. Those who grant or use 
seals would be smart to check their operations to make sure 
no Government probe will uncover any malpractices. 


CUSTOMERS Lightning struck twice in a week at Quaker Oats. Both bolts 
were huried by FIC and typify, in eyes of FIC staffers, two of 

in selling, the hottest, most Suspect marketing practices today—(1l) dis- 

don’t play favorites criminatory co-op advertising allowances, (2) discriminatory 
nricing. - . - The charge of discriminatory co-op deals alleges 
that Quaker Oats paid allowances to some customers, such as 
grocery chains, "without making them available on proportion- 
ally equal terms to all other competing customers." Payments 
to an Iowa food chain are cited. ... The price-discrimina- 
tion complaint against the $500-million company states that 
Quaker doesn't have a formal price list for bulk flour sold 
to processors of cereals, baby foods, or other food products. 
FTC claims that some customers are charged 1% to 5% more than 
others competing with them, that this tends to lessen compe- 
tition among the customers as well as among Quaker and its com- 
petitors. The Quaker lawyers will have a busy year. .« - 
(Don't miss our special pricing feature, “Another New Hobble 
on National Pricing," page 46 of this issue.) 


MISCELLANY Almost nine out of every ten households have TV sets. .. + 
Makers of cigaret lighters get a tax break. As of Oct. 1, the 
news and ideas straight 10% Federal excise tax was cut to a maximum of 10 
of marketing note cents per lighter (but stays at 10% for lighters priced under 
$1)... . Food firms are bucking the profits downtrend, re- 
ports Food Engineering. While earnings for many manufacturers 
are sagging this year, food and beverage companies boosted net 
profits an average 5% in first half. ... Overseas business 
investments of U.S. companies are now over $30 billion; of 
this, $10.2 billion is in Canada; $8.2 billion in Latin Amer- 
ica; $5.3 billion in Europe. . . . Business paid Uncle Sam 
$22.2 billion in corporate income taxes in fiscal '60—§4.1 
billion more than in '59. Federal excise taxes on various 


products raked off another $11.9 billion—up $1.1 billion from 
"59. 
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now—a car that 
measures up to your 
fleet needs 
like no other! 


61 
CHEVROLET 


Even a casual once-over and once 
around the block will tell you these 
61 Chevies combine all the prac- 
tical common-sense features you 
could ask for in a fleet car. 


OUTSIDE DIMENSIONS HAVE BEEN 
TRIMMED DOWN to give you extra 
inches of clearance for parking and 
garaging, yet there’s a full measure 
of Chevy roominess on the inside. 
DOOR OPENINGS ARE UP TO HALF A 
FOOT wiper for easier entry and 
exit—a boon to any busy fleet 
schedule. NEW EASY-CHAIR SEATS 
are up to 14% higher—just right 
for sitting, just right for seeing— 
yet there’s more head room in 
most models. There’s MORE LEG 
ROOM in the front, more foot room 
in the back. And there’s a NEW 


BUILT-FOR-BUSINESS DEEP-WELL 
TRUNK that opens at bumper level 
for easy short-lift loading. These 
are just a few of the unique bene- 
fits that make Chevy for ’61 the 
one car that meets al! your fleet 
needs so perfectly it might just as 
well have been custom built to 
your specifications. And that’s 
just as true whether you rent, lease 
or operate your own fleet. Talk it 
over with your Chevrolet dealer 
first chance you get. . . . Chevrolet 
Division of General Motors, 
Detroit 2, Michigan. 


The fleet car America likes to do business with! ao 


AAA 
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Its not just how many 


builders — its where 


GROWING BUILDING (Breakdown of Some Leading Growth Areas 1959 — 1963) GROWING 
CIRCULATION 
POPU- * INCREASE DWELLING OWELLING 
LATION POPU- 1N UNIT UNITS TO 
STANDARD INCREASE LATION HOUSEHOLDS BUILT BE BUILT NUMERICAL % OF MAY 
METROPOLITAN AREA 1959-63 INCREASE 1959-63 1954-58 1959-63 INCREASE (INCREASE 1956 1959 1960 
Atlanta 126,000 13.3 34,800 51,300 $2,200 : 18 262 761 
Davenport-Rock !Isiand-Moline 25.000 89 7,300 6,000 11,000 000 833 ; 98 132 
Kansas City, Mo. 111,200 9.3 35,000 44,000 52,400 0 191 413 461 
Little Rock 39,200 15.8 11,300 8,900 13,000 100 46.1 33 75 
Memphis . 15.4 26,600 27,200 39,800 : 46.3 76 217 
Miami t 36.4 104,200 84,700 156,300 71, 261 334 
Oklahoma City : 19.6 28,300 17,000 36,800 i 109 158 
Phoenix ; 33.2 56,700 53,300 85,000 1, 332 472 
San Antonio : 19.0 31,800 23,300 41,300 t 137 168 
San Bernardino-Riverside-Ontario : 39.1 91,500 77,500 137,300 
San Francisco-Oakiand ‘ 15.2 135,600 122,800 203,300 
San Jose 75,500 59,300 113,200 
Winston-Salem 6,200 5,500 9,300 


Is your selling effort shifting as fast as the shifting market potential? 
Two years ago, American Builder opened the light construction indus- 
try’s eyes to geographical changes with its now-famous Markets on the 
Move study (sample statistics above). Ever since, American Builder has 
had the jump in concentrating circulation right where you want to con- 
centrate your selling efforts. 

Overall, American Builder has had the biggest builder circulation, 
based on one-year averages, in seven of the last nine years, including 1959. 
And this circulation is centered on the hard core of the market—the versa- 
tile, flexible building pros who adjust to the changing times. 


Sell the steady market 
in American Builder 


Your advertisements in American Builder 
enjoy these important advantages: 


1 Mass—75,459 builders 


American Builder has been delivering the largest year-round 
sudience of builders during 7 of the past 9 years, including the 
last full vear, 1959. The big builders, the growing builders, the 
new builders (tomorrow's “old pros”). With the high and unpre 
dictable turnover in the building business, there is truly safety 
in number 


BAETD OF DUTY 6 BRAKE TELE! (GT 


2 Volume—93.8% of all 100-house-and-over builders 


These builders may sharpen their pencils more than you like 
when they buy, but they represent volume you need for your 
mass production. American Builder delivers them 


AMERICAN BUULOER MAGAZINE A 


3 Exposure to the specifying audience—the builders 


Much waste circulation has been bought because of the con 
fusion about the importance of bankers, consulting engineers, 
interior decorators, realtors, etc., in the building business. To 
clear up this confusion ask the question, “Important to whom? 


IMPORTANT TO | IMPORTANT TO 
BUILDER? | MANUFACTURER? 

ARCHITECT _—  ? NO 

ONS NG Et YES | NO 
REALTOR | YES 

NSURANCE PANY | YES 

JOVERNMENT | YES 

BANKER | YES 

INTERIOR DECORATOR | YES 
BUILDER 


These men are tremendously important to the bui/der—but are, 
in most instances, unimportant to the manufacturer of building 
products, American Builder delivers the buying and specifying 
audience—the builders. 


PERCENT OF 1-FAMILY HOME 
BUILDERS DOING OTHER WORK 


4 Exposure to versatile and flexible builders 


A high percentage of the American Builder audience is diversi 
fied to meet changing situations, new opportunities—active in all 
phases of light construction: residential, non-residential, and 
remodeling. Here is a real plus for advertisers 


5 Exposure to the “comers” 


Turnover in the building industry is tremendous. Getting your 
advertising into the hands of the newly important builders is 
invaluable. 30.3% of American Builder’s circulation is placed 
through companies who know this important group and pay to 
get the magazine to them. And American Builder enjoys the 
highest renewal rate—where it counts—in this bulk circulation. 


JAN FEB MAR APR 
6 The highest reader response 


359,135 new product inquiries for the first 6 issues of 1959- 
398,594 (and still coming in strong) for the first 6 issues of 1960! 
Proof of great and growing readership and interest. Further 
proof: almost every manufacturer interviewed says American 
Builder pulls the most editorial inquiries. 


Your advertising works harder, gets results faster, in American Builder 


A[SIMMONS-BOARDMAN| TIME-SAVER PUBLICATION 


30 Church Street, New York 7, New York 


American Builder 


THE BUSINESS BOOK FOR BUILDERS 


CHARLES HARTING PERCY 


DYNAMARKETER 


Percy Challenges 


By LAWRENCE M. HUGHES 
Senior Editor 


“Risk-taking is a function of 
management, and today the 


stakes are high.” 
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Men to Grow 


Bell & Howell’s young president of a decade back has 
now turned 41. The fellow “wonders” on his executive 
team have ripened to an average age of 47. But to Charles 
H. Percy this may mean that, having gained experience 
early, they still have a lot of years to apply it. 

Chuck Perey was just 23 when he became a director of 
Bell & Howell Co., Chicago. He was 29 when President 
Joseph McNabb picked him as successor. Earlier, Sun- 
day school teacher McNabb had singled out pupil Percy 
as likely to succeed, and had asked him to become a 
B&H trainee. 

By then others had noticed that, in young Percy, a deep 
religious sense need not dé ampen enterprise. The son of a 
bank cashier and later B&H office manager, Chuck was 
five years old when he started selling magazines. At New 
Trier High School he held four jobs at once. At Univer- 
sity of Chicago he sold fraternities $150,000 of supplies 
a year. Former UC Chancellor Robert M. Hutchins re- 
members him as “the richest kid ever to work his way 
through college.” 

But Christian Scientist Percy starts his many-sided day 
at 6:30 am., alone with the Bible. Before breakfast, he 
and his wife, Loraine, and their five youngsters have 
shared more Bible-reading, and hymn-singing and prayer. 

Behind his desk at the office he sees the framed words: 


There is no limit to the good a man can do 
if he doesn’t care who gets the credit. 


Pheer quotation comes from the late Thomas J. Watson, 

r., of IBM. But team-builder Percy can coin and adapt 
+ alles! on his own—such as: “Responsibility brings out 
the best in people.” 

From McNabb’s one-man show Percy turned to “man- 
agement by participation. We go in for group action.” 
He has sought to build a group “strong enough to follow 
through.” His constant aim is to have “fewer problems 
coming to me. By the time they reach me, I've the bene- 
fit of our best thinking.” Under Percy, division managers 
both operate “their own businesses” and take part in 
company planning 

Today, both the man and the 53-year-old company 
impart a certain sense of mission. The corporate aims—and 
courage—are suggested by Bell & Howell's sponsorship on 
ABC-TV this fall of 12 shows based on the memoirs of 
Winston Churchill and 15 public service programs—all in 
prime evening time. 

Starting with “Why Berlin?” on NBC-TV in May 1959, 
B&H got deeper into controversial current events with 
such programs as “Who Speaks for the South?” in “CBS 
Reports.” 

“We're not afraid of controversy,” Chuck Percy ex- 
plains. “A corporation as well as an individual bears a 
responsibility for public service. We want to help bring 
about constructive change. We feel we can do this best 
on television. B&H decides what type of program the 


audience will see and hear, but the network selects the 
actual program. And we also seek to prove our concept 
of responsibility and our slogan: ‘Finer products through 
imagination.’ ” 

To stockholders Percy says that these programs dem- 
onstrate “our products in action to an audience of higher- 
than-average education and income.” 

Oliver Treyz, president of ABC-TV, calls Bell & Howell 
a rarity among TV advertisers, because of its “sponsor- 
ship without censorship.” 

Originally sponsored by the Photo Products Division, 
under Executive V-P Peter G. Peterson, the public service 
telecasts are now a major medium of the whole corpora- 
tion, including Consolidated Electrodynamics Corp., 
pioneer electronic instrumentation firm in Pasadena, which 
merged into Bell & Howell last January. 

One personal Percy mission is to elect Republicans this 
fall. As chairman of the 103-member GOP Platform Com- 
mittee on Program and Progress, he presented the plat- 
form at the convention in Chicago in July. 

In 11 years under Percy, B&H sales have multiplied 
eight times to $105.1 million, and earnings, 11 times to 
nearly $5 million. 

His own personal growth and leadership developed 
early. At the university he was president of his own 
fraternity (Alpha Delta Phi) and of the Inter-Fraternity 
Council, senior men’s honorary society. He was also uni- 
versity marshall to Chancellor Hutchins—a senior’s highest 
honor, and captained UC’s Big Ten Championship water 
polo team. 


> In his first university year, 1936, he signed for the B&H 
cooperative training program, and worked in almost every 
department. On graduation, in 1941, he became a full- 
time employee. After three years in the Navy, where he 
rose from apprentice seaman to lieutenant, he returned to 
B&H as corporate secretary and head of industrial relations 
and foreign manufacturing. 

Chuck Percy notes that the top three executives of the 
company—vice presidents William E. Roberts and Peter- 
son, and himself—all are “marketing-experienced. 
Twenty-two years ago I was fortunate enough to work 
under Carl G. Schreyer [v-p for marketing of Photo 
Products]. Carl helped me to visualize how the whole 
company is consumer-oriented. He loves to sell. And he 
appreciates the value of good engineering, research, pur- 
chasing and manufacturing in developing and turning out 
worthwhile products. 

“Among other chores, I answered all consumer letters.” 

Ninety percent of Bell & Howell managers, down to 
foremen, have grown with the company. Percy is pleased 
to report that sons of top executives of other companies 
have chosen to grow with B&H. Among them, in Market- 
ing, are Robert D. Kestnbaum, son of Meyer Kestnbaum, 
president of Hart Schaffner & Marx; Sam Murdough, son 
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GET HER...SHE’S GOT FLAIR! You and 

your advertising — you've made her 

what she is today: a discerning 

young adult with a flair for the 

finer things in life. She’s got a flair 

for living and a flair for fun, with 

more money and time for both. 

And now she’s yours with FLAIR 

on ABC Radio. Now you meet her 

: ie in the ideal selling climate every 

i : weekday afternoon. You sell her 

| x . the way she wants to be sold— 

a | with FLAIR— ABC Radio, featuring 

the music she likes to hear and the 

personalities she wants to know. 

it’s FLAIR, the ABC Radio program 

with no other interest than to 
serve her interest...and yours. Get — 

full details from ABC Radio Sales. 


GET'FLAIR’ 
ABC RADIO 
NETWORK 


ov ABC RADIO fy, 


CHARLES HARTING PERCY (continued) 


DYNAMARKETER 


of T. G. Murdough, president of 
American Hospital Supply, and Phil 
Graham, son of David Graham, f- 
nancial v-p of Standard Oil (Indiana). 
Others have come from “executive 
families” as far as England, 
Argentina, France and Japan. 

In addition to providing profit-shar- 
ing for all emplovees, based on salary 
and seniority, 


away 


B&H goes to some 
trouble to find and develop “comers.” 
Percy s own early rise was not exactly 
rare. One of many examples is Max- 
well H. Sroge. Now 33, Sroge joined 
the company at 23; was New York 
State—New Jersey district sales man- 
ager at 25; then company sales pro- 
motion manager. At 28 he became di- 
rector of Photo Products sales. Re- 
cently he was named director of prod- 
uct planning for this division 

At B&H, Percy explains, selling is 
evervbody's job: “Our engineers and 
production people talk to dealers 
Not long ago one dealer was so im 
pressed with a demonstration made by 
our treasurer, John P. Buchan, that 
he offered Buchan a sales job!” 

But marketing people broaden their 
knowledge, too. As chairman of the 
B&H Research Board, Peter Peterson 
may not know all the technicalities 
involved His 
however 


continuing on 
Percy savs, is: “W 
this mean to the consumer?” 


vat will 


Pm As the “inside” members of the 
Board of Directors, Percy, Roberts 
and Peterson come into close contact 
with older men of widely varied ex- 
perience. The two directors who, with 
Percy, compose the Executive Com- 
mittee are Mark A. Brown, former 
president of Harris Trust & Savings 
Bank, Chicago; and attorney Edward 
H. McDermott. Banker Brown's pic- 
ture stands next to the Watson quota- 
tion in Percy's office, and the youngest 
Perey child is named Mark. Percy in 
turn has learned a bit of banking as 
a director of Harris, and of Chase 
Manhattan Bank of New York 

Other continuing members of the 
B&H board are William A. Patterson, 
president of United Air Lines; and 
Theodore V. Houser and Clarence 
B. Randall, former chairmen, _re- 
spectively, of Sears, Roebuck and of 
Inland Steel 

Three newcomers, following the 
merger with CEC, are Philip S. Fogg 
who, with Herbert Hoover, Jr., 
started CEC in 1937 and who re- 


mains its chief executive; and Drs. 
Robert F. Bacher and Frederick C. 
Lindvall, both chairmen of divisions 
at Cal Tech. 

Percy likes academic people: “I'm 
stimulated by people who spend their 
time thinking.” Though Mrs. Percy 
now does much of “his” reading and 
clipping of magazines and business 
publications, he takes his executives 
off on “skull” sessions every month 
or so, for discussions with such world- 
minded men as Paul Hoffman, Henry 
Cabot Lodge and Tom Watson, Jr., 
and he once gave his associates free 
volumes of Plato, Rousseau and John 
Dewey. Recently, for his own reading, 
Chuck bought a 49-volume set of all 
Churchill's writings. 

His official educational posts in- 
clude being trustee of University of 
Chicago and board chairman of the 
Ford Foundation’s Fund for Adult 
Education 


> Among groups which have contrib- 
uted to his knowledge as an execu- 
tive, he mentions the Business Ad- 
visory Council of the Department of 
Commerce, and specifically the late 
John A. Coleman of Burroughs Corp.. 
Detroit. (Percy is a Burroughs di- 
rector. With Burroughs and with 
Allis-Chalmers of Milwaukee, Bell & 
Howell is engaged in joint enter- 
prises.) He has long been active in 
American Societv of Sales Executives 
composed mainly of presidents and 
their marketing managers) and in 
American Management Assn 

Most B&H photographic and other 
products might be called luxuries 
“We're grading up consumers,” Percy 
savs. “Our highest-price 8 mm movie 
camera is now our biggest seller.” 

But the management team is also 
determined to make the business “de- 
pression-proof x 

In March 1958 B&H launched a 
crusade against the hard goods re- 
cession. Chuck Percy admitted then 
that “we may be assuming consider- 
able risk. But risk-taking is a func- 
tion of management, and today the 
stakes are high.” 

B&H sought to recruit others in 
the crusade. Sears, Roebuck joined 
early by taking positive steps on its 
own 

Meanwhile, savs Percy, B&H “ac- 
celerated introduction of new and 
improved products; reduced prices, 
where we could; improved manu- 


In the next ten years, 105,000,000,000 additional 
consumer dollars will flow into America’s economy. 
Most of these new dollars will be spent by multiply- 
ing millions of young adults... better educated young 
aduits...in better jobs...with more leisure time. 
These young adults will be on the move exercising 
their flair for living, their flair for fun. And only 
radio, truly portable, motorized, transistorized, 
pocket-sized radio is so superbly equipped to meet 
the chalienge of the mobile Magic Market of the 60's. 


ABG RADIO 
HAS FLAIR 


Lively and lilting, filled with music, spiced 
with news of fashion, food, sports, so- 
ciety, science...FLAIR brings a brand new 
world into fascinating focus for every 
young homemaker. Every day she joins 
FLAIR host Dick Van Dyke—brilliant comic, 
dancer, singer and star of the hit musical 
“Bye Bye Birdie.” He in turn will intro- 
duce her to the world of FLAIR—bright 
90-second segments of wit and wisdom, 
in the persons of the most exciting and 
entertaining men and women of our age. 
JUST LOOK AT SOME OF THE TOP NAMES 
WHO SELL FOR YOU WITH FLAIR! 

Connie Bannister /Orson Bean / Theodore 
Bikel / Natalie Brooks /Peggy Cass / Hans 
Conried / Johnny Desmond / Eileen Ford / 
Arlene Francis / Lawrence Galton / Boris 
Karloff / Toni Gilbert / Hermione Gingold / 
Gussie Moran / Fernando Lamas / Phyilis 
Kirk / Audrey Meadows / Vance Packard / 
Bonnie Prudden / Martha Rountree / Jean 
Shepherd / Toots Shor / Arthur Treacher / 
H. Allen Smith / David Wade / Wayne and 
Shuster / Betty Walker / Jonathan Winters 
They're all on FLAIR...all here on ABC 
Radio. Yours with a network that enjoys 
complete endorsement by its affiliates. 
Everyone's in favor of FLAIR, because 
FLAIR is in the best interests of the con- 
sumer who will shop more, who will buy 
more, who will spend more in the next 
decade. Get her...she’s got FLAIR! Con- 
tact your ABC Radio salesman today and... 


GETFLAIRONABC 
RADIO NETWORK 


~~ 


“Our sales figures are not 
telling us the WHOLE story, 
Mr. Chairman!” 


Your company’s sales figures probably 
influence decision-making as much as 
any management tool you have. But if 
you depend only on your own books 
to tell you whether you're gaining or 
losing ground in your market, you can 
go badly astray. You really need a 
reliable way to measure sales against 
market potential. 

If you sell to the new construction mar- 
ket, there’s a unique way to get this 
vital “other half of the story.” DODGE 
CONSTRUCTION STATISTICS — 
tailored to cover just the areas where 
you do business, and just the types of 
buildings that represent your market— 
give you an accurate picture of the 
activity in your market as a whole, or 


territory by territory. 

Get the full story on the many ways 
DODGE CONSTRUCTION STATIS- 
TICS can help you make sounder mar- 
keting decisions. 


Dodge Construction Statistics 


help you in determining whether 
you're losing or gaining ground in 
your market; 


help you in making valid short-term 
predictions — to control inventory, 
production and promotion; 

help you in setting realistic sales 
quotas; 

help you in evaluating performance 
vs potential for individual salesmen 
and distribution outlets. 


F. W. DODGE CORPORATION 


DODGE CONSTRUCTION STATISTICS 


F. W. Dodge Corporation 
119 W. 40th St., New York 18, N. Y., Dept. SM 100 


Please send me your booklet, “Dodge Construction Sta- 


tistics 
Decisions.” 


Name 


SEND FOR 
THIS 
FREE BOOK! 


Company 


Address 


City 


. . for Better, Safer, More Profitable Business 


Zone State 


SS 
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facturing facilities to reduce costs; 
stepped up our selling effort; cut down 
on all costs throughout the company 
which did not contribute to the value 
of products and the future of our 
business, and created new manage- 
ment and employee incentives.” 

Sales in 1958 rose 13% from 1957 
and nearly 30% from 1956. In the 
2-year period earnings climbed nearly 
43%. 

Among “creative expenditures” 
were: 67% more in 1958 than in 1957 
for automated machinery; trebled 
budgets for advertising and promo- 
tion, and a “Partners in Profits” con- 
test for dealers and their salesmen, 
with 450 shares of Bell & Howell 
stock handed out in prizes 

Percy credits Peterson and Schreyer 
for the “PiP” drive, which in 1959 
and again this vear has been ex- 
panded. In 1959, 3,000 dealers earned 
shares. In addition Percy estimates 
that hundreds of other dealers and 
their families have been spurred to 
buy the company’s stock as an in- 
vestment 

The dealers also help to guide the 
company through their elected 16- 
member Retailer's Advisory Council 


> In the last decade Chuck shows 
that “our internal growth [excluding 
acquisitions] has been at a compound 
rate of 15% to 164%. We have moved 
ahead faster than the photographic 
industry, which grows at an annual 
rate of 6% . CEC has expanded 
faster still. We have done so because 
we have a great management team 
with which I have been privileged to 
work. Now we have added another 
management team from CEC. 

“Our marketing people are en- 
thusiastic about the merger. It gives 
us the benefit of a lot more creative 
talent. Bell & Howell and CEC com- 
plement each other. Both are en- 
gaged in recording and in providing 
and communicating information. Bell 
& Howell does so visibly, and mainl\ 
mechanically. CEC does so invisibly, 
and for the most part electro- 
mechanically.” 

Today, their combined expendi- 
tures for research, product develop- 
ment and new product tooling amount 
to 7% of sales, and in 1960 will run 
$1.8 million higher than in 1959. A 
combined Research Center at Pasa 
dena already is cooking up tomorrow's 
products. 


NEXT ISSUE 


PART Ii of FOOD PACKAGES 
as housewives see them 
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61 PERCENT 
OF DELAWARE VALLEY’S 
RETAIL SALES 
ARE MADE 


IN THE SUBURBS 


THE PHILADELPHIA INQUIRER delivers your advertising to 30% more 
suburban adult readers than does any other Philadelphia newspaper. 


ales Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership 
t -ompany,. Inc. based on over 50,000 interviews, 1957-59. (Summary of 1959 study available on request.) 
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WORTH WRITING FOR... 


A selection of noteworthy studies of markets, 
media, consumer buying trends, product and 
service developments that can pay off for you. 


Spot TV Cost Yardsticks 

This study gives market-by-market 
and total cost figures for nighttime 
spot television programs and an- 
nouncements, daytime participation, 
and various types of “plans.” It also 
shows month-by-month average tem- 
peratures in 80 markets to help plan 
seasonal campaigns and staggered 
which may north 
with advancing warm weather in 
spring, or south with oncoming win- 
ter during the fall months. Write 
George Castleman, General Manager, 
Dept. SM, Peters, Griffin, Woodward, 
Inc., 250 Park Ave., New York 17, 
N. Y. 
Grand Rapids 

Market data on the Citv of Grand 
Rapids and the billion-dollar West 
Michigan sales market 
Metropolitan 


schedules move 


They cover 
Rapids (Kent 
County) — population, households, re- 
tail sales, buving income, auto regis- 
tration, utilities, industry 1960, build- 
ing construction; 8-county retail trad- 
ing zone, and the 23-countvy West 
Michigan market. In addition, there 
are data on Grand Rapids as a test 
market — one of the four most fre- 
quently used test markets in the na- 
tion. Write Robert Morse, Dept SM 
Che Grand Rapids Press, Grand Rap- 
ids, Mich 


Grand 


Electronic Equipment Sales 

A design activitv sales control map, 
specifically detailing those states 
which account for 99.8% of all design 
activity in the electronic original 
market and covering a 
wide range of products. Included is 
a sales effort evaluation scale: If vour 


sales effort is on a national basis, 


equipment 


there is space to fill in the total num- 
ber of your sales personnel in each of 
the states to determine the percent 
that each one represents in your total 
sales force. You can then take your 
promotion list and plan the total for 
each state, find the percent of each 
state in relation to the national total 
and place that figure adjacent to the 
total promotion list state count, then 
compare your sales staff and promo 
tion list percentage to the average 
norm which is shown. Write Nathan 
C. Berro, Research Director, Sutton 
Publishing Co., Inc., Dept. SM, 172 
Broadway, White Plains, N. Y. 


PROFITS 


FROM 


Tie-In Advertising 

What it does and how it works is 
detailed in this booklet. It is a su 
cess story about how the use of co-op 
funds enables dealers to promote met 
chandise at a faster turnover, en- 
courages re-orders and builds repeat 


business. Included are 


Advertising 
Checking Bureau reports attesting to 
dealer responsiveness, comments from 
advertising directors about the value 
of tie-in advertising, and samples of 


tie-in ads. Write Patrick E. O'Rourke, 
Advertising Director, Suburbia Today 


Dept. SM, 153 N. Michigan Ave., 
Chicago 1, Il. 


Plastic Sign Advertising 

Detailed information about a new 
type of embossed acrylic plastic sign, 
custom-made or in wide range of 
standard sizes, for indoor or for out- 
door advertising. Case histories explain 
how they are being used to mark 
business locations, identify dealers, 
give a 3-dimensional pulling power 
to point-of-purchase displays, give 
long-range visibility out of doors, re- 
flect the corporate image. Exclusive 
process methods are described, show- 
ing how short runs and copy changes 
(from one sign to the next) can be 
economically feasible. Write L. W. 
Hanover, Sales Manager, Hanover 
Neon Electric Corp., Dept. SM, 767 
N. Fourth St., Columbus 8, Ohio 


Advertising Space Checking 

A report of display advertising 
pages in over 200 lection business 
magazines serving 59 fields under 740 
product classifications. It lists all 
magazines checked and the product 
classifications, and tells how space 
checking helps in selecting the most 
useful and elective advertising media 
Write Walter Persson, Promotion 
Manager, McGraw-Hill Publishing 
Co., Dept. SM, 330 W. 42nd St., New 
York 36, N.Y. 


Newspaper Readership 

A study of newspaper readership 
bv adults (18 vears and over) in tele- 
phone households in Greater Phila- 
delphia. Conducted by National Ana- 
lvsts, Inc., the study presents data for 
the City of Philadelphia (one county), 
Metropolitan Philadelphia (eight coun- 
ties), Suburban Philadelphia (13 coun- 
ties), and Greater Philadelphia (14 
counties Philadelphia daily news- 
paper readership is shown for adults, 
both male and female. Write to Harry 
Keller, National Advertising Manager, 
The Philadelphia Bulletin, Philadel 
phia, Pa. 


Sales Aids from Advertisers 


Have you written for these booklets o1 
samples described in recent advertise- 
ments in Sales Management? 


Portland, Me.: Data on Northern New 
England's No. 1 test market. Dept. SM 
Portland, Maine, Newspapers, Portland 
Me 


Kodak Pageant Projector: Descriptive 
literature on how sales presentations run 
on it. Eastman Kodak Co., Dept. SM, 
Rochester 4, N. Y 


How to Win Friends and Influence Sales 
Complete information about a wide va- 


riety of in-stock premiums to fit your in- 
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dividual needs. Dept SM, J 
Sales Promotion Division 


T. McManus, 
Cc 
mond « Co Maplewood , 4 N | 


S. Ham 


Memphis, Tenn.: Data on the total Mem- 
phis market. Dept. SM, The Commercial 
Appeal and Memphis Press-Scimitar 
Memphis, Tenn 


Premium Gifts: New catalogue and sam- 
ples. Dept. SM, X-Acto, Inc., 48-410 Van 
Dam St., Long Island City 1, N. ¥ 


Try-lt-Yourself: Eight ways to increase 
sales and cut costs. Also samples of name 
plates, protective covers, gleaming trim 
etc. Dept. SM, Fasson Products, 250 
Chester St., Painesville, Ohio 
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Communicators and Professional Presen- 
tations: Illustrated literature on how they 
can be made easy through sight and 
sound. Dept. SM, C.O.C. Industrial, 37 
19 23rd Ave., Long Island City 5, N.Y 


Checking Retail Advertising: A portfolio 
for checking retai! advertising on products 
sold through grocery stores. Dept. SM, 
Advertising Checking Bureau, 18 S 
Michigan Ave., Chicago 3, Ill. 


House Construction, general building 
engineering projects ( heavy construction 
reports and how to use them. F. W. 
Dodge Corp., Construction News Divi- 
sion, Dept. SM, 119 W. 40th St., New 
York 18, N. ¥ 


Build your sales on 


a new packaging concept 
and AVISCO CELLOPHANE 


AVISCO CELLOPHANE 
like these 


PORTION PACKS of foods are wanted for lunch pack 
ing, parties and picnics. They're also favored by 
institutions and restaurants because of easy handling, 
and cellophane’s freshness and flavor retention 


TA Y-FRESH PACKS 


rm 


FRACTIONAL PACKS offer superior freshness and flavor retention TRANSPARENT BUNDLING with cellophane saves 
The consumer can open one of the inner packages, and leave the others money. It eliminates the need for printed or labeled 
sealed until she’s ready to use them. This feature is a proven sale# boxes and paper overwraps. Its 6-sided visibility 
builder when merchandised on the outer, printed cellophane wrap. also means instant identification and faster count. 


The variety of products to which these packaging ideas can be applied is virtually unlimited 


can help you develop 
for your products 


? ‘£3 eS 
¥ 
Pa SHREODEOR be 


BILLBOARD MULTI-PACKS give 
impact. The design extends over 
two or more packages, which are 
overwrapped in cellophane 


VARIETY PACKS create extra appetite appeal by offering consumers an attractive product 
assortment in one convenient package. The contents of the variety pack can be mer- 
chandised on the tray, or with a printed cellophane overwrap. Manufacturers of breakfast 
cereal and candy have had substantial success with this type of packaging. 


SHOWCASE PACKAGING brings a product to consumers in a beautifully decorated MULTI-PACKS increase unit sales. 
container—without brand identification. The brand name is printed on the cellophane 
overwrap, along with a merchandising message about the showcase package. This new 
packaging concept has generated enthusiasm among consumers during the past year. 


And cellophane overwraps not only 
show the contents best, but print 
your sales message beautifully. 


Let Avisco cellophane market development specialists help you plan a new packaging concept , 


In any packaging concept 
count on AVISCO CELLOPHANE 
for all these advantages: 


HE MAXIMUM SALES APPEAL. Of all low 
cost packaging materials, only cellophane has 
pure transparency and sparkle. It gives any 
product maximum appeal and builds sales on 
sight. It also prints beautifully for brand 
identification and merchandising messages. 


MM) UNMATCHED PRODUCT PROTECTION. 
There are many different types of Avisco 
cellophane, tailored to give proper protection 
to a wide variety of products. Among these 
protective qualities are proper moisture con- 
trol—sealing in freshness, flavor and aroma— 
keeping products clean and free from dust. 


Mi PACKAGING EFFICIENCY. Cellophane is 
rigid and static-free. It feeds and forms per- 
fectly on packaging machines. It seals con- 
sistently over a wide temperature range, and 
at virtually unlimited speeds. Without a 
doubt, cellophane is the leader in dependable, 
trouble-free packaging machine performance. 


ME TOTAL PACKAGING ECONOMY. Add all 
the advantages listed here to the low initial 
cost and consistent yield of Avisco cello- 
phane, and you get total economy in any 
packaging concept. Don’t settle for less. 


Check the packaging concept that interests you. 
Fill in and mail this coupon 


or write to us, describing your product 
and the packaging concepts you have in mind 


AMERICAN VISCOSE CORPORATION, FILM DIVISION 


MARKET DEVELOPMENT DEPARTMENT 
1617 PENNSYLVANIA BLVD., PHILA. 3, PA. 


My product is 


LOOK TO 
AVISCO’ 


FACKaGinea Fitue 


| am interested in the following packaging concepts: 


[}) Fractional Packs 
() Transparent Bundling 
[) Variety Packs 


[] Portion Packs 


NAME 


FOR NEW IDEAS 


| Multi-packs 


[] Showcase Packaging 
| Billboard Multi-Packs 


TITLE 


COMPANY 


ADDRESS 


CITY ZONE 


STATE 


PHILADELPHIA 3, PA 


AND NEW YORK 


AMERICAN VISCOSE CORPORATION, 
FILM DIVISION, 1617 PENNSYLVANIA BLVD 


SALES OFFICES ALSO LOCATED IN ATLANTA, 
BOSTON, CHICAGO, DALLAS, LOS ANGELES 


GOODFYEAR $1 Million Plus, in ‘Plus’ Sales 


At Goodyear, Everybody 
Is on the Sales Team 


An annual contest, featuring top prizes of expense-paid trips, 
helps inspire 100,000 employees to “Buy Goodyear—Sell Good- 
year.” As Exec V-P Holt puts it: “The sales department is not the 
whole company; but the whole company is the sales department.” 


If each employee in a given com- 
pany suddenly devoted his spare time 
to pushing his company’s product to 
members of his family, his friends, 
and everybody with whom he came in 
contact day by day, sales would boom, 
the company would prosper, and no 
doubt there would be more money in 
his pay envelope 

But how often does this happen? 
There seems to be something intrinsic 
in human nature that inhibits it— 
apathy, false pride, unawareness, in- 
ertia; call it what vou will. Many a 
new firm, struggling for existence, 
possesses an espirit de corps that 
prompts everyone from president to 
truck driver to boost its merchandise, 
but, as the young company grows and 
sales mount into the millions, or bil- 
lions, there tends to be a diminution 
in the employee's competitive spirit. 
The entire operation becomes more 
impersonal. 


> Production efficiency makes for a 
certain degree of regimentation, which 
turns out top-grade goods competi- 
tively priced for the market; but, 
by the same token, it leaves sales 
to the sales department necessarily 
only one segment of the organization. 
For many years The Goodyear Tire 
& Rubber Co. has viewed this situa- 
tion with the conviction that it was 
not realizing its full sales potential. 
Were all Goodyear employees— 
now numbering about 100,000—tumed 
loose as a supplementary sales force, 
the results might be very constructive, 
Goodyear executives reasoned. 
Goodyear has been called a “happy 
shop.” Morale is good. Labor difficul- 


ties have been remarkably few. Em- 
ployee benefits and recreational fa- 
cilities have been amply provided. 
But it is a huge company—the biggest 
in the rubber industry-and among 
employees there has been preoccupa- 
tion with the individual job in turning 
out the product. The man in the plant 
did his best at his job, leaving it to 
the salesman to move the goods. And 
for years that is where the matter 
rested. 

To awaken the giant became a 
Goodyear problem. As far back as the 
early 1930's, efforts were made in 
this direction. At that time, a “Buy 
Goodyear—Sell Goodyear” promotion 
was set up and stressed in house 
organs, on Eulletin boards, and at de- 
partmental levels. It was a good idea, 
everyone agreed, and everyone was 
“for” it, but it didn’t get the desired 
results. Employees were already “buy- 
ing and sel ling Goodyear” to one de- 
gree or another. It became obvious 
that something extra was needed to 
step up the tem 

This was supplied in 1958, on the 
60th anniversary of the founding of 
the company. Attractive “ anniversary” 
tie clasps and pins were offered to 
employees who purchased or influ- 
enced the “plus” sale of Goodyear 
merchandise totaling $100. 

The campaign had this twofold ob- 
jective: 

1. To encourage Goodyear em- 
ployees to Buy Goodyear when in 
need of tires, batteries, car and home 
supplies and other products sold by 
Goodyear retailers. 

2. To encourage their relatives, 
friends and neighbors to give prefer- 


Sales Management 


= to Goodyear when making simi- 
lar purchases, and thus Sell Goodyear. 

The response was enthusiastic and 
sustained. Throughout the 10-week 
campaign, thousands of reports were 
received of purchases made by em- 
ployees and of sales influenced by 
them, by spreading the pepe of 
greater values, in every product bear- 
ing the Goodyear name and sold by 
Goodyear retail outlets. 

More than 7,000 employees quali- 
fied for the special 60th anniversary 
award by having purchased or sold 
$100 worth or more of Goodyear 
products, with “plus” sales aggregat- 
ing more than $500,000. 


> Executive Vice President Victor 
Holt, who had long sought to tap 
this resource to the fullest, surveyed 
the results: Employees in every phase 
of company operations had _partici- 
pated. Plus sales had been made to 
relatives, friends, neighbors, barbers, 
clergymen, doctors and dentists, store- 
keepers and business acquaintances. 

Deals had been clinched over the 
back fence, at the bridge table, at 
family reunions and club meetings. 
Winners sprang up all over the 
country. 

Return postcards from employees 
revealed, with evident satisfaction, 
how sales had been accomplished. 
One man in “business research” had 
sold a neighbor on the idea of chang- 
ing the original-equipment tires (com- 
petitor’s brand) that came on a new 
sports car. 

A “production cost” employee in- 
fluenced a friend to buy a new 2- 
speaker AM-FM radio set from a 
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The Battle of the 
Brands is about 
to begin Will you win? 


In advertising, it's not only how 
many people you reach—but how 
quickly you reach them that gov- 
erns the movement of your goods. 


™ Parade gives advertisers 10 
million homes every Sunday and 
gives their retailers an army of 
customers all week long. 


® In 3000 thriving markets, no 
other magazine can stimulate 
next week's sales like Sunday's 
Parade. 


PARADE 


= 


—— 
PARADE | 
| 


The Sunday Magazine 
section of strong ’ 
newspapers throughout 

the nation. reaching ten 
million homes every week 
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Goodyear store. He himself purchased 
a radio, paint and tools. 

A tire salesman sold the wife of 
one of his customers on the idea of 
buying a modern kitchen and appli- 
ances from a Goodyear store to the 
tune of $1,256. 

Most significant, however, was the 
ground swell of enthusiasm en- 
gendered by the contest. Now there 
was purpose built into the program, 
and incentive. 

Executive V-P Holt and other 
Goodyear executives explored methods 
by which the contest might be fur- 
ther bolstered Suggestions were so 
licited from many sources and it was 
decided to expand the contest in 1959 
to feature all-expense-paid week end 
holiday trips for winners. The idea 
was a smash hit. 

The format was simple. Ever 
Goodyear employee in the U.S. was 
supplied with entry forms promoting 
the sale of Goodvear products or 
items handled by a Goodvear retail 
outlet, regardless of price 

Anything from a set of “Captive 
Air” tires to a golf ball qualified the 
entrant. The candidate certified on 
the form that he had purchased or 
influenced the “plus” sale of mer- 
chandise, and his entry was held for 
a drawing. It was based on the honor 
system. The contest ran for ten weeks 
during the summer months, with 
weekly drawings at each plant and in 
six field points 


&> The number of winners from each 
plant and in the field sales organiza 
tion varied according to the size of 
the units. In Akron, for instance 
where Goodyear has some 22,000 em 
ployees, there were 60 winners. In 
Chehalis, Wash., where Goodvear 
operates a small retread plant, there 
was one. Every plant in the U.S. was 
represented by one or more winners 

Employee - participants numbered 
13,518, and 23,543 entry forms were 
turned in. A total of $1,259,229 in 
“plus” sales was registered. 

The sales staff registered “plus” 
sales in lines other than their own 
specialties. Tire salesmen, for ex- 
ample, sold films and flooring, foam 
products, chemicals, shoe products 
ind so on. 

The rewards were expense-paid 
trips sending 100 winners to New 
York, 45 winners to New Orleans, 
and 15 winners to Las Vegas. Win 
ners were permitted to take as guests, 
husband, wife, or another member of 
the immediate family. Winners and 
guests put in their expense-paid holi 
day week end at the resort city closest 
to their place of employment. 

Arrangements in New York included 
rooms in a first-class hotel, dinner and 
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entertainment at a leading night club, 
a boat trip around Manhattan and a 
tour of the United Nations. The New 
Orleans and Las Vegas programs fol- 
lowed the same theme and were 
adapted to local facilities. 

Meticulous planning permitted the 
junkets to go off without a hitch. The 
winners each received a personal con- 
gratulatory letter from management, 
round-trip airline tickets, flight itiner- 
ary, tour itinerary, Goodyear identifi- 
cation badges, baggage tags, and in- 
dividual checks to cover the cost of 
gratuities and meals not included on 
the teur 

This material was mailed directly 
to plant managers and to the six field 
sales managers, with an accompanying 
letter, for distribution to contest win 
ners at some 24 field sales points 


> Approximately 65% of the winners 
had never flown in an airplane before 
winning in the contest, and 70% had 
never visited New York, New Orleans 
or Las Vegas. Akron winners were 
flown to New York in company-owned 
airplanes. Winners from other points 
traveled by commercial airlines 

In plants and field sales regions 
where there were fewer than ten win 
ners, one semi-finalist was selected 
each week throughout the 10-week 
contest. The eventual winners were 
then drawn from the semi-finalists at 
each point. 

Semi-finalists who did not win trips 
were honored with their wives or 
husbands at celebration dinners of 
plant managers or sales executives 
All entrants received inscribed Sheaf- 
fer pens in acknowledgement of their 
participation in the contest 

So successful was the program that 
management repeated the campaign 
in 1960. While results of this year’s 
program are still being tabulated, in- 
dications are that the contest was en- 
thusiastically received throughout em- 
ployee ranks 

The “plus” sales resulting from 
the program have augmented Good- 
years over-all sales effort and helped 
to protect the jobs and security of 
thousands of employees—in the pro- 
duction ranks, ces, sales force and 
distribution outlets. 

Of even greater importance, per- 
haps, is the psychological effect upon 
the employees as a whole. Executive 
V-P Holt sums this up as follows: 
“The ‘Buy Goodyear — Sell Goodyear’ 
programs have brought to the Good- 
year family a keener realization that 
we are dependent upon one another 
for success, and the traditional spirit 
of teamwork, loyalty and ‘ration 
has been greatly strengthened through 
the support given the programs by 


employees all down the line.” 


Multiple \/itanajig for healthy sales in Flint 


Here are all the ingredients for healthy, growing sales in Flint, 
Michigan. A big, prosperous market. High income per house- 
hold. Half a billion in retail sales... And a newspaper, The Flint 
Journal, which has the proven power, the reader confidence, 
and the concentrated circulation to deliver your selling mes- 
sage effectively in 92.1% of Flint Metropolitan Area homes. 


SOURCES—Preliminary census, 1960; SM Survey of Buying Power, 
1960; Publisher's Statement, March 31, 1960 (subject to audit by ABC) 


FLINT'S ONLY DAILY NEWSPAPER 


NATIONAL REPRESENTATIVES: A-H. Kuch, | | 42nd Street, New York 17 
B. Newman, 435 N. Mict gan, Ave C} gO 1, SUperi 7.468 @ Bri 
r 1 401 @ Wi WW shourthf ] 12 ord Bidg : Pil 


A Booth Michigan Newspaper 
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48-Hr Delivery Cuts 
‘Out-of-Stock’ Losses 


Six months after launching a new inventory and delivery plan, 
Cameo Curtains notes sales up 40% to 50%. Company credits 
plan's quick effectiveness to strong promotion and merchandising. 


The plan is called Cameo Result 
Plan, and it is backed by a $1-million- 
plus advertising campaign to pre-sell 
the consumer on what is being done 
to help her solve her curtain problems 

Under the plan, Cameo Curtains, 
Inc., N. Y. C., manufactures 2,487 
different styles, sizes and colors of 
curtains and draperies, and keeps them 
in inventory the year around. In addi- 
tion, Cameo guarantees its 4,000 
dealers throughout the country a 48- 
hour delivery on 300 pairs of any size 
of any style of curtains or draperies 
an inventory of $1 million on each 
stvle. 

The new inventory policy, initiated 
only last spring, is already paying off 
handsomely for both the dealers and 
Cameo. Sales are running 40% to 50% 
ahead of the former rate 

Traditionally, the ready-made cur- 


tain and drapery industry has been 
slow to modernize its merchandising 
concept at the retail level. For years 
retailers have been unable to main 
tain a sufficient spread in inventory 
sizes, stvles and colors of curtains 
and draperies to satisfy consumer de 
mand. The consumer has been forced 
to purchase custom-made curtains 
and draperies at considerably mor 
cost, or wait from four to ten weeks 
while the retailer “special ordered” 
what she wanted from his curtain and 
drapery resources. Cameo’s studies at 
point-of-purchase and its analyses of 
special orders received from dealers 
revealed that in more than half of the 
cases the dealer did not have the size 
stylé or color in stock. The ratio of 
lost sales to consumer traffic was ab- 
normally high. Bernard Rosenberg 
Cameo's president, explains it 


“To give the consumer what she 
wants when she wants it has been 
Cameo’s goal for the past fifteen years. 
To make it possible to offer this service 
—which we recognized was badly 
needed in our industry—we embarked 
on a national advertising program 
which made Cameo the only consumer 
brand name in our industry. This 
brand-name acceptance has permitted 
us to develop merchandising and pro- 
motional = that have been for- 
eign to our industry. These concepts 
have resulted in increased sales at the 
retail level. Every Cameo retailer to- 
day admits that the pioneering steps 
taken by us have permitted the in- 
dustry to get a greater share of the 
consumer dollar.” 


> Under the Cameo Result Plan, 
store buyers are guaranteed a profit 
by getting greater volume from odd- 
size curtains and draperies. The setup 
is this: The retailer agrees to co- 
operate in concentrated promotions 
during the peak selling seasons 
(spring and fall). During these pro- 
motions the store buyer is able to offer 
consumers 300 or more combinations 
of size and color in ready-made cur- 
tains and draperies. . . . but he does 
not have to stock more than one or 
two of his best-selling sizes. 

All other sizes sold during a pro- 
motion—which generally account for 
60% to 70% of total sales—are shipped 


Get all these resultsin 48 hours! ° 


e 2 MORE SELLING MONTHS PER YEAR 


e 12 CURTAIN AND DRAPERY PROMOTIONS 


e EXTRA PROFITS FROM REDUCED INVENTORY e PLUS! 4 EXCITING NEW PRINT PROGRAMS 


~» CAMEO'S GUARANTEED48 HOUR DELIVERY PLAN 


’ — 


Read some of the enthusiastic buyer comments | 
we have received. Names and stores on request. 


Here's why CAMEO...and only CAMEO... can 
offer this Profitable Program. 


AD TO DEALERS—This double-page spread appeared in 


program for retailers. Just to be sure that none of its 4,000 
Home Furnishings Daily to announce Cameo’s four-point 


dealers were left ovt, Cameo made ad part of 8-page mailer. 
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Traffic Managers 
tell us: 


Financial 
Responsibility 


is essential in 
selecting a carrier 


Our steady growth reflects the 
confidence our customers have in JC 


D-C has been serving its customers for you're dealing with a financially-sound car- 
almost 30 years . . . for the past 12 as the rier ... that your shipment, large or small, 
only coast-to-coast carrier. Our growth, will get the care it deserves, backed by our 
year after year, reflects their confidence in full resources of men, equipment and facili- 
us. It means that you, too, can specify ties and the know-how that comes from 
D-C with the complete assurance that long years of experience. 


For the fastest and finest in truck service nationwide 


. . Glways ship D-C, the Dependable Carrier! 


DENVER CHICAGO TRUCKING CO., INC. 


the ONLY direct coast-to-coast carrier! 
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DOWN TO EARTH 


“How to sell 
CREATIVELY” 


The opportunities of the '60’s are yours 
for the selling . . . to those salesmen 
who will apply the four principles of 
creative salesmanship. “HOW TO 
SELL CREATIVELY” . Dartnell's 
new film dramatizing the creative side 
of selling will show your salesmen how 
to SELL MORE ....SELL NEEDS... 
SELL UP ... and SELL NOW! 

No other film defines creative sales- 
manship as clearly or goes as far to- 
ward helping salesmen put creative 
ideas to work. It can easily be fitted to 
any sales training session, sales meet- 
ing program, or convention. 


A 30-minute, 
Available 
rental. 


16mm. motion picture. 
for outright purchase or 
Details on request. 


DARTNELL 


4664 RAVENSWOOD © CHICAGO 40, ILL. 
“HEADQUARTERS FOR SALES TRAINING FILMS” 


The Nation's 


7th 


INDUSTRIAL 


Market* 


Data recently compiled by 

the analysts of Dun'’s Review 

reveal that the Quad-City area 

ranks 57th im size by the accepted 

Standard of value added by manu- > 

facture. Over 500 firms contribute to y 

this volume 

* Dun's Review, July, 1960 

65°, of employment is on Illinois side. 


ROCK ISLAND ARGUS 
MOLINE DISPATCH 


REPRESENTED BY ALLEN-KLAPP CO 
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by Cameo from the huge inventory 
which has been built up for the pro- 
motion. The store buyer gathers all 
non-stock orders at the end of three 
days, records them on a special order 
form which he sends directly to the 
Cameo factory in New Bedford, Mass. 
The curtains and draperies he has 
ordered are then shipped to him with- 
in 24 to 48 hours. 

This type of merchandising, Presi- 
dent Rosenberg points out, makes 
possible a chain of savings which 
guarantees a profit for the retailer 
“For example,” he explains, “say that 
60% of the sales made during a 
week's promotion are from stock which 
Cameo is holding. On that 60% there 
are substantial savings in handling 
costs—elimination of the stock interest 
charge (from 4% to 6%). There are 
practically no markdowns or returns 

“And the plan lowers considerably 
the season’s average stock and sub- 
stantially increases turnover. It can 
all be summed up this way: When a 
retailer can ring up a big volume dur- 
ing a one-week promotion without 
carrying 60% of the required stock 
he can't do anything but come out on 
top.” 


> Cameo has a staff of 30 merchan 
disers (Cameo prefers to call its sales 
men “merchandisers”), seniors and 
juniors. The juniors are supervised by 
the seniors. They travel out of four 
regional offices—New York, Chicago, 
Los Angeles, Seattle—and sell direct to 
some 4,000 retailers. 

To get the Cameo Result Plan in 
operation for the peak spring and fall 
seasons (35% of the volume is sold in 
the spring and 65% in the fall), 
Cameo merchandisers are equipped 
with plenty of promotional am 
munition: 


e A file of Cameo Result Plan ad 
mats and copy for local newspaper 
advertising. 

© A file of fan letters from dealers 
who have tried the program and are 
enthusiastic about it. 


® Display cards for use in curtain 
and drapery departments during the 
concentrated promotions, with sizes, 
colors and styles available. 

® McCall's Magazine Use-Tested 
handtags (all Cameo merchandise is 


use-tested by McCall's). 


© A copy of the 
catalogue. 


Cameo custom 


© A wide variety of point-of-pur 
chase materials. 

Cameo merchandisers are trained 
in the personal touch to make each 
Cameo curtain and drapery promo 


tion a success. They personally ar- 


1960 


range a series of newspaper ads 
throughout the selling season for each 
account. Each ad mat includes a grid 
so the consumer knows what lengths, 
widths and colors are available, and 
the price of each. 

Cameo merchandisers also provide 
each of their accounts with a Cameo 
Promotion Planner Book and explain 
how to use it to plan promotions, how 
the ad mat and layouts in it can be 
used. If a retailer prefers to prepare 
his own ads, using the illustrations 
and copy in the book, the Cameo 
merchandiser will help him to do so 
Suggested copy on a variety of styles 
is included. 

In short, the Result Plan puts a 
powerful sales tool in the hands of 
Cameo merchandisers. Through the 
48-hour delivery plan they can offer 
their accounts two more selling months 
a year, extra profits from reduced in- 
ventories, 12 curtain and pr ons pro- 
motions and four exciting advertising 
programs 


> Cameo ranks 
ready-made curtain and drapery 
manufacturers in the country. It has 
the only true brand name in the 
industry and is the top national ad 
vertiser. Its advertising budget this 
fall (through Chalek and Drever, Inc., 
advertising agency) runs well over 
$1 million. It has been a continuous 
brand-name national advertiser for 12 
years, making a reality of the slogan 
“The Name They Know Is Cameo.” 
Advertising media include television, 
radio, consumer magazines and news 


among the top six 


papers to pre-sell the consumer for 
the Cameo dealer 
Ads for this fall’s selling season are 


scheduled in practically every women’s 
i 


magazine rough them, Cameo is 
asking some 25 million women (based 
on magazine circulation figures) to 
tell Cameo her window problems 

When Cameo receives their replies 

which are now running into many 
thousands—they are acknowledged 
over the signature of Marcia Dunn, 
Cameo’s interior decorator, with a 
colorful decorating booklet and in- 
dividual solution sheet, together with 
a personalized letter. 

“Aside from the obvious fact that 
consumer advertising is a good thing,” 
says Rosenberg, “our continuing na- 
tional advertising prompts women to 
go into stores all across the country 
and ask for Cameo merchandise 
Therefore, part of our merchandisers’ 
selling job is already taken care of 
Our consumer advertising program 
also gives our merchandisers the am- 
muniton to pre-sell the store buyers 
on our concentrated promotions dur 
ing the peak selling seasons. They 
use it to forearm store buyers with 


save 
my 
time... 


tell me by telegram! 


We use telegrams all the time to speed facts and figures quickly, 


clearly, and in writing. No interruptions. Saves time and money 


for everyone! WESTERN UNION 


the news that specific ads will be 

scheduled and, to meet the demand, 

. y they will need certain stvles and colors 

G A R C I A Y V E G A of curtains and draperies to be ready 
‘ ‘ “ ae for it.” 

C I G A R S ie For the local retail level, Cameo has 

Sa a cooperative advertising pee It 


is based on percentage of net sales, 
e : : . 

and is available only to retail stores 

that advertise generally. During this 


e. fall, retail newspaper advertising will 


<< exceed a half-million lines. 
y Ye Before and during peak selling sea- 
V4 Voy sons, Cameo schedules a heavy busi- 


’ 
WN nesspaper advertising campaign. 

You give with confidence Wis Cameo is a Sim Gellover im direct 
5 = mail to dealers to keep up their en- 
thusiasm during the concentrated pro- 
motions. One direct mail piece is 
mailed each week during the peak 

selling seasons. 
A recent example was a folder 
. carrying case histories to prove that 
e ‘ : the Cameo guaranteed 48-hour de- 
Attractively gift-wrapped livery plan ae off for stores of every 
size. For instance, the quotation from 
Macy’s said: “We haven't all the 
figures on our 48-hour Cascade Fiber- 
glas promotion that is running this 
week, but it looks good. Our specials 
from a variety of sizes and | = TR, for two days at retail are about $3,500, 
2 4 against our $5,400 goal. We want to 
shapes at better cigar coun- . 4 book the program for the balance of 

, : the fall as often as possible. 


when you give Garcia y 


Vega all Havana cigars. 


boxes of 25 or 50 from 


$3.00 to $17.50. Choose 


ters everywhere. > The task of translating its new 
inventory and delivery policy into 
practice cost Cameo upwards of a 
million dollars. It meant: 


® Analyzing the functions of in- 
ventories and measuring the proper 
level of dealer stocks. 


@ Surveying the window manufac- 
turers to find out how many different 
kinds and shapes and sizes of win- 
dows are being manufactured. 


® Manufacturing curtains and dra- 


Shown above — Actual size peries to fit all sizes, shapes and kinds 
Napoleons 26¢ each. Other of windows. 


sizes from 10¢ to $1.00, éx- 
elusive of State and Local © Enlarging the New Bedford 
sees plant to nn Wh and carry two to 
three times the inventory carried be- 
fore. 


© Revamping the production organ- 
ization to handle the new manufac- 
turing stages. 


© Installing new processing units, 
automatic materials handling equip- 
ment, machine tools, etc. 


T H E B Oo N D E D HAVANA Cc t GAR bd Enlarging warehouses in New 


bat tn we Bedford and in Los Angeles. 

“whi Lo 4ju (Yu y “It was a good investment, though,” 
Crnmbseub Chua (Dime (S82 oi ienaiee te we 
dends to our dealers and to us. After 
all, one basic objective of an inven- 


SALES OFFICES: 570 SEVENTH AVENUE, NEW YORK 18, N. Y. ye: Pom * sea Concept 5 customer 


MADE IN TAMPA 
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Greenshoro- 


OF THE 
NEW SOUTH’S 


MARKETS 


In The Top 20 In Total Retail Sales 


Quickest Route to 
Automotive Sales 


Greensboro’s automotive sales stand out in the NEW South’s top markets, 
bumper to bumper with Baton Rouge, Chattanooga and Mobile and other 
prominent markets. Drive for greater sales via the Greensboro News and 
Record—the only medium with dominant coverage in the Greensboro 


Market and selling influence in over half of North Carolina. Over 100,000 


circulation; over 400,000 readers. 


Greensboro—In the Top 20 Retail Markets of the South 
and in the Top 100 of the Nation 


Write on company letterhead for 


“1960 Major U. S. Markets Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Kelley, Inc. 
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Sales Management's 
Advertising Weathervane 


An-industry-by-industry 
look at potential inven- 
tories and an estimate 
of the advertising pres- 
sure that may be neces 
sary to move these in- 
ventories. 


Next 
12 Mos. 


Next 
| 2 Mos. 


AGRICULTURAL MACHINERY 
Current Inventory: F 


* 


xk xxx 


AIR CONDITIONING 
Current Inventory: F 


* 


tk x* 


AIR TRANSPORTATION 
Current Inventory: A 


*x* 


Pb | toto 


APPLIANCES, SMALL 
Current Inventory: F 


kk wk 


APPLIANCES, WHITE GDS. 
Current Inventory: D 


x* xn 


AUTOMOBILES, NEW 
Current Inventory: A 


x* 
*x* 


AUTO SERVICE-PARTS 


Current Inventory: D 


Pioick te 


xk 


vir tok ee 


AUTO TIRES 
Current Inventory: D 


xk 


bin | otek 


Key to Ratings of 
“Advertising Pressure” 

(The Advertising Increases Needed 
to Capitalize Fully on Current Po- 
tentials for Sales) 

A Even maintenance of adver- 
tising required. 
** Normal 
vance required (5% to 8% increase 
in budget). 

xk 
required (8% to 14% increase in 
budget 


kkk Extraordinary advertising 


increase required (more than 14%) 


advertising ad- 
increase 


Large advertising 


Next 
2 Mos. 


Next 
12 Mos. 


BAKERY PRODUCTS 
Current Inventory: F 


ot x* 


Current Inventory: F 


* 
rand wk 
BOATS & EQUIPMENT 
Current Inventory: F 


* 


ik toto 


BUILDING MATERIALS 
Current Inventory: A 


ad 


CANNED FRUITS & VEGS. 
Current Inventory: F 


pte 


* 


ik xk 


CHEMICALS, HEAVY 
Current Inventory: B 


at tok 
CIGARETTES 


Current Inventory: D 


* 


toe ke 


CLOTHING, CHILDREN’S 
Current Inventory: F 


* 
tok wk 


Key to Ratings of 
Inventory Size 

A—$2 billion and over 

B—$1 billion to $2 billion 

C—$750 million to $1 billion 
D—$500 million to $750 million 
E—$250 million to $500 million 
F—$100 million to $250 million 
G—Under $100 million 

Size is by value of the industry's 


inventory as of the present time. 


tf Arrows indicate increase or de- 
crease in rating over past two 
months 


Next 
2 Mos. 


Next 
12 Mos. 


CLOTHING, MEN’S 
Current Inventory: D 


x* 
** 


CLOTHING, WOMEN’S 
Current Inventory: D 


xk 


* 
ik xr 


COFFEE & TEA 
Current Inventory: F 


* 
kk Kr 


CONFECTIONERY 
Current Inventory: E 


an } ke 


COSMETICS 
Current Inventory: F 


* 
tk kk 


DAIRY PRODUCTS 
Current Inventory: E 


* 
tk xk 


DEPARTMENT STORES 
Current inventory: B 


xk x 


DRUGS & MEDICINES 
Current Inventory: D 


wk tok 


Ad Push Needed as Supply Potential Grows 


As competition mounts—along with 
the growing availability of goods—so 
does the pressure for higher ad budg- 
ets 

Upcoming demands on advertising 
stem from an increasing supply po- 
tential formed of continued ll in- 
ventories, heavy imports, improving 
labor productivity and production ca- 
pacity 

In addition, advertising require- 
ments will be increased by a healthy 
combination of new products, and a 
public which needs these products 
and can afford to by them. Finally, 


Next 


2 Mos. 


Next 
12 Mos. 


ELEC. IND. MACHINERY 


Current Inventory: C 


xk 
xk xr 


FOOTWEAR 
Current Inventory: E 


* 
ik wank 
GASOLINE & OlL 
Current Inventory: B 


*x* 
kk wr 


HARDWARE 
Current Inventory: E 


an | tote 


HEAT., PLUMBING EQUIP. 
Current Inventory: D 


we 


HOUSE FURNISHINGS 
Current Inventory: C 


wkkk 


* 
tk xk* 


JEWELRY, SILVER, WATCHES 
Current Inventory: F 


** xk 
LIQUOR 
Current Inventory: C 


xk 
kk kkk 


business is in a good position to sup- 
ply the ad push needed, thanks to the 
susaiiionelly high working capital of 
industry generally. 

One strong ad-pressure influence 
for 1960 and ‘61 is the fact that busi- 
nessmen are planning to invest heavily 
in new plant and equipment. Latest- 
estimated plans, while down a bit 
from earlier-estimated levels, remain 
highly impressive: For the fourth quar- 
ter of this year—a seasonally adjusted 
annual rate of $37 billion, about 9% 
above that of a year ago. New plant 
and equipment expenditures for the 


Next 


2 Mos. 


Next 
12 Mos. 


MACHINE TOOLS 
Current Inventory: G 


x* wk 


MACHINERY, INDUSTRIAL 
Current Inventory: B 


wet tote 


MAT. HANDLING EQUIP. 
Current Inventory: F 


ax} tote 


MEAT PRODUCTS 
Current Inventory: B 


* 
kk rik 


MOTION PICTURES 
Current Inventory: F 


* 
hk x* 


OFFICE EQUIPMENT 
Current Inventory: E 


* 
kk wk 


PAPER & RELATED PROD. 
Current Inventory: B 


wh J tote 


PHOTOGRAPHIC SUPPLIES 
Current Inventory: E 


x* tock 
xx 


Specially copyrighted by Sales Management 


first three quarters of ’60 were at the 
annual rates of $35.2 billion, $36.3 
billion and $36.9 billion, respectively 

The manufacturing sector of the 
economy is expected to spend $14.6 
billion in 1960 — up $2.5 billion over 
‘59. The sharpest increase for the 
year—more than 50%—is programmed 
by the iron and steel group, reflecting 
confidence in that industry’s future, 
despite the low operating rates of re- 
cent months. Auto manufacturers’ 
spending is scheduled at about 40% 
higher than last year, reflecting the 
shift to compacts, while the machinery 


Next 
2 Mos. 


Next 
12 Mos. 


RAILROAD EQUIPMENT 
Current Inventory: E 


** x* 


SOAPS & DETERGENTS 


Current Inventory: F 
* 
on tok 


SOFT DRINKS 
Current Inventory: G 


an [hte 


SPORTING GOODS, TOYS 
Current Inventory: F 


* 
kk wk 


TV & RADIO SETS 


Current Inventory: F 


xk xk 


TEXTILES 
Current Inventory: A 


an | tok 


T’PASTE, MOUTH WASH 
Current Inventory: G 


* 
kk xk 


TRUCKS 


Current Inventory: E 


xk x* 


manufacturing groups follow with an 
anticipated 25% increase. 

Among nondurable goods manufac- 
turing companies, increases of about 
30% each are being planned by the 
chemical, textile and rubber products 
groups. In reaction to the less favor- 
able petroleum situation, oil com- 
panies have been reducing the amounts 
they expect to spend, so that their 
$2.6-billion program for 1960 stands 
now only a little above the ’59 ex- 
penditure. 

Most major industry groups are in- 
creasing their capital outlays in the 
second half of 60. However, durable 


goods manufacturers reached their 
highest rate for "60 in the second 
quarter of this year. Airlines are con- 
tinuing their record equipment ex- 
pansion programs, with ‘60 anticipa- 
tions now higher than previously in- 
dicated this year. 

This rise in plant and equipment 
spending represents another huge 
layer of capacity on top of the record- 
breaking expansion recent years 
In the last three years alone, produc- 
tion facilities have been expanded by 
more than $10 billion, and in the 
decade of the "50's they grew by $300 
billion! 


largest market . . 


¢ FOOD SALES 
Troy Retail Zone 


LOW COST... 


me TROY, N.Y. 


market only the 


RECORD NEWSPAPERS 


reach the big 


TROY SEGMENT 
N. Y. STATE'S 3rd 


. The Troy-Albany-Schenectady Metropolitan 
Market. Check the business activity here: 


In this important Tri-City area, 


The RECORD NEWSPAPERS are the ONLY media providing FULL 
COVERAGE of their large segment of this market . . 


THE TROY RECORD 


THE TIMES RECORD 


TROY, N. Y. 
CIRC. 47,920 


$139,203,000 
$ 27,182,000 


.-$ 41,071,000 
$ 10,133,000 


. at ONLY ONE, 
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Gains in uctivity, too, are add- 
ing to the large potential output of 
goods to be sold. Since the end of the 
‘58 recession, productivity has ad- 
vanced almost 4%, a rapid rise even 
for a recovery period. The historic 
rate of increase in productivity has 
been 2% a year, effected by advances 
in plant-capacity use, as well as by 
more plants and machinery. 

Large-scale modernization programs 
carried out in recent years and record 
spending for new-product develop- 
ment must also get a share of the 
credit for the improvement in indus- 
trial efficiency. 

A total of 50% to 75% of many 
companies’ products today are com- 
pletely or radically different from 
their products 15 years ago. More 
advertising is needed constantly to 
educate the consumer on these ad- 
vances and stimulate him to buy. 

Now, new products promise to 
reach the public in larger amounts 
than ever od This reflects the 
heavy spending for improvement by 
industry, the Government and col- 
leges. Since World War II there has 
been a dramatic growth in research 
and development. Back in ‘41, the 
total spent on research was less than 
$1 billion annually, and the greater 
share of it represented advanced en- 
gineering, rather than fundamental 
research 


> Today, the total expenditure by 
industry, Government and the uni- 
versities exceeds $13 billion annually, 
and the range of activities reaches 
across the entire spectrum of indus- 
try and science. Research pays off at 
the rate of 100% to 200% a year 
This means that $100 spent on re- 
search will bring back a total of $2,500 
to $5,000 over a 25-year period, on 
the average 
Many products are being developed 
to improve the standard of the pub- 
lic’s living, and, importantly, the pub- 
lic is in a good position to buy. Be- 
sides enjoying record-breaking dis- 
ble income, the people have a 
acklog of record-breaking reserves 
Consumers now have an estimated 
$589 billion in savings of various 
kinds, as well as $400 billion of cor- 
porate securities. Against this is total 
mortgage and other consumer debt of 
$203 billion, leaving a record-high 
net equity of $786 billion. 
Businessmen, too, are in strong 
financial condition, with net working 
capital — representing the difference 
between current assets and current 
liabilities — exceeding $134 billion. 
That compares with $128.8 billion at 
the end of ‘59, the previous high. 
Such strength is especially encourag- 
ing in present times of recession talk 


“reer, 7 - eee 
America’s modern way of doing business 


Men and machines of AIR EXPRESS deliver vital missile component with jet speed to Convair test site 


Priority service makes Air Express today's best way to ship 


At Convair's big Sycamore Canyon Test Facility in California, an Atias missile stands ready for a 
Static test firing. An eleventh-hour engineering refinement brings AIR EXPRESS service into the picture. 
AIR EXPRESS is constantly called on to speed new parts. It’s al/ in the day's (or night's) work for this 
skilled shipping team. Here's what you get when you ca// AIR EXPRESS: Priority service—first on, first off 
—on all 35 scheduled U. S. airlines + Kid-glove handling every mile of the way « Door-to-door pickup 
and delivery via 13,000 trucks (many radio-dispatched for 

maximum speed) « Teletype confirmation of receipt on 


request « Service to 20,000 American communities coast to A if EXPRESS 


coast+/t pays to think fast ... think AiR EXPRESS first! 


& CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY ¢ GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES 


Sales Management October 21, 1960 87 


It’s so EASY to 


GET ALL of this BIG MARKET! 


This is the WHOLE Syracuse Market ... all 15 


counties of it. 


It’s the big Svracuse m irketplac € OC cupied by 1,367,100 


big-income, powerful-spending people. 


It’s one-third the total area of New York State .. . 
AND ITS DELIVERED EFFICIENTLY AND EF- 
FECTIVELY BY THE SYRACUSE NEWSPAPERS. 


230,814 salesmen® work this territory every day 
it’s their territory. It has to be in your advertising plans 


because it’s so big and so rich and so easily available. 


The SYRACUSE NEWSPAPERS deliver this market 
. and no other combination of media in the market 


cle live rs comparable coveradce at comparable cost, 


CET THE DETAILS—inthuence power circulation, 
full market measurement, and all the eve opening facts 


from MOLONEY, REGAN & SCHMITT. 


Th mbined circulation of the Syracn Vewspapers. (ABC 
Audit Report for 12 months period ending March 31, 1960 


OLOR AVAILABLI 


Market Suroey 


the SYRACUSE NEWSPAPERS 


HERALD JOURNAL & HERALD- AMERICAN e THE POST. STANDARD 
Evening Sunday Morning & Sunday 


Represented Nationally by MOLONEY, REGAN @ SCHMITT 


‘@ CIRCULATION: Combined Daily 230.814 © Sunday Herald-American 202.467 © Sunday Post-Standard 102,966 
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and squeezes on corporate profit mar- 
gins. Along with easing money rates, 
it will help to stimulate more spend- 
ing for research, new plants, and ad- 
vertising promotion. A strong indica- 
tion of business confidence comes 
from dividend payouts, recently run- 
ning 8% above ‘59 payouts. 

Significantly, too, need for faster 
growth of the nation’s total business, 
with the implied need for more ad- 
vertising, is proclaimed by both po- 
litical parties. 


> SM’s Advertising Weathervane re- 
flects the influences of all the pre- 
ceding factors, as well as a wide 
variety of others bearing on adver 
tising pressure ratings for each of the 
industries tabulated here. The rat 
ings, which can readily be translated 
by referring to the key at the top of 
the page, are based on a Hectic: 1 
sive range of data available to a care 
fully selected panel of 89 authorities 
Wholly impartial, this Advertising 
Weathervane Board includes trade 
analysts in the Department of Com- 
merce, Census Bureau, Department 
of Labor, Federal Reserve Board and 
other Government agencies, as well as 
in trade associations, financial institu 
tions, universities and other private 
organizations. The ratings are de- 
veloped from the consensus of these 
experts, who evaluate and draw 
conclusions based on the following 
weights for Advertising Weathervane 
ratings, using a universe of 100: 


Current Production Capacity 20% 


Expansion Projections and 
New Products 


Current Inventories and Sales 


Public Needs for Products and 
Potential Buying Power 

Ability of Industry to Finance 
Increased Advertising 


Industry Labor Productivity 
* 


Sorry, Garcia y Vega 


In an item about Garcia y Vega’s 
cigars on page 98 of the September 10 
Business Gift issue the impression was 
left that SM subscribers could order 
direct from the makers. The com- 
pany’s all-Havana cigars are available 
through trade sources only. For recom- 
mended sources, write Garcia y Vega, 
Inc., 570 Seventh Avenue, New York 
18, N. Y. 


pes 


The Pacific Northwest's best new car salesman 


Of all new car sales in Washington State during the first seven months of 1960, 
49% were concentrated in Seattle’s six county retail trading zone. It is in this 
same booming, buying market that 95.9% of 

The Seattle Times’ circulation is concentrated. 


The Times —T 
has a proven record Antoun Usige 

hrough July, 
of success in delivering buyers co genital oh teat od aaa 
to its advertisers. The Seattle Times 783,594 lines 


Percentage of Field 57.1% 


Place your schedules in: 


Sources: : 
Media Records g ea mcs 
Business Records 


Represented by O'Mara & Ormsbee, Inc. New York, Detroit, Chicago, Los Angeles and San Francisco 
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BEST 
JE 
ARG 


eeeoe < SWPERCARGOT 
daily nonstop service 
Pa td LL New York to Frankfurt 
Aliso All-Cargo nonstop flights from 

New York to Frankfurt. 
se Direct jet cargo service from San 


Francisco, Chicago, Montreal to Paris, 
Frankfurt. 


2 a immediate connections to All Europe, 
Near, Middie and Far East, Africa. 
Expert handling,lowest possibierates. 
eg Call your agent or 
{ LUFT AItRLIiings 


AIR CARGO DIVISION—410 PARK AVENUE, NEW YORK 22, PL 9-6622 
OFFICES 18 PRINCIPAL CITIES OF 0.8. AND CANADA 
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Take a Second Look at 


Marketing in Europe 


Conoflow Corp. did—and found that not only have markets 


changed for the better, but that the company was in an ideal 


position to enter the market without having to face the many 


supposed difficulties that so often discourage expansion overseas. 


Have you decided not to try to 
crack the European industrial market? 
Do you feel that the relatively low 
volume that could be expected from 
such a move would not be worth the 
trouble it takes to overcome language 
barriers, differences in standards and 
marketing techniques, tariffs and the 
many other headaches that are sup 
posed to go hand in hand with ex 
pansion into overseas markets? 

Maybe it’s the right decision. But 
before dismissing it as final, make 
sure that it is based on honest-to- 
goodness facts and not just assump 
tions, because, in some cases, expand 
ing a sales effort into Europe can be 
just like expanding into a new sales 
territory at home 

Conoflow Corp., Philadelphia manu- 
facturer of control valves and a sub- 
sidiary of Walworth Co., found this 
out—by luck. Like many smaller com- 
panies, Conoflow had been frightened 
away from Europe at first glance 


& To be sure, Conoflow always did 
make an occasional overseas sale. In 
quiries from Europe used to come 
into the Philadelphia plant at the rate 
of a dozen a year. Because Conoflow 
was most interested in strengthening 
its position in the U.S. market, domes- 
tic inquires received top priority from 
application engineers. Foreign in- 
quiries were answered in due time, 
but without much expected in the way 
of results—and often without a full 
understanding of the situation behind 
the inquiry. Sometimes, additional in- 
formation had to be requested before 
an intelligent recommendation could 
be made. Weeks might be consumed 
in correspondence, but even with 
these delays Conoflow received a few 
orders from abroad—all 
sales 

The company had never seriously 
considered the European market be- 
cause of anticipated problems with 
language barriers, low volume, differ- 
ences in standards of measurement, 


mail-order 


und many other suspected roadblocks 
that might consume more time and 
energy than returns would warrant 

But since 1958, the market situa- 
tion in Europe has changed; as it 
changed, it began to look more en 
ticing to Conoflow. The formation of 
the European Common Market and 
the European Free Trade Area 
“Outer Seven”) has _ revolutionized 
commerce in free Europe Trade bar- 
riers among countries within each 
group are being eliminated. Tariffs 
in the Common Market are uniform, 
so that dealings are the same at any 
port of entry. Europe now offers two 
large, lucrative market places, which 
have replaced the many small, in- 
dividual markets that formerly dotted 
the continent 


Before, there were few markets big 
enough to justify extensive investment 
in plants for mass production and 
sales. Now, Europe has two markets 
big enough (population: 160 million 
for the Common Market, 100 million 
for the Outer Seven) to encourage the 
construction of large-scale industrial 
plants. And the construction of such 
plants means a booming demand for 
instrumentation and 
ment. 

Conoflow’s executive vice presi 
dent, John C. Koch, was just taking 
his second look at the European 
market when he met Melvin Fusfeld, 
an instrument engineer with a new 
idea on how to do business in Europe 
Fusfeld had traveled the industrial 
growth areas of Europe. He saw great 
strides being made in expansion of 
industrial plants. Being an instrument 
engineer, he centered his observations 
on the process industries. Here, 
interestingly enough, he found that 
the U.S. was the “old country” in 
terms of sophistication in instrumenta 
tion and automation. 

We have long since gone through 


control equip 


HEADED FOR EUROPE, this contro! vaive gets a preshipment admiring survey from 
the Conoflow men concerned with marketing in Europe: Executive Vice-President 
J. C. Koch (1.), Sales Mgr. J. R. Simpson (center) and Dir. European Sales M. Fusfeld. 
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the growing pains and solved problems 
that are now new to European in- 
dustrialists. Fusfeld saw in this picture 
a repetition of the early beginnings 
of our industrial boom. He reasoned 
that manv U.S. manufacturers could 
be of real help with advanced tech- 
nology, if only they could be properly 
represented overseas 

Fusfeld was confident he could 
secure proper representation for the 
right tvpes of manufacturers, but they 
had to have two important qualific a 

ns 

First, a line of products that was 
truly in advance of the field in tech- 


nological development. The products 
had to be better than those of any 
other country to sell at the high cost 
of U.S. labor and materials and rate 
of exchange of the dollar. 

The second qualification for a manu- 
facturer was a good background of 
experience with sales representatives 
in the U.S. 

What Fusfeld proposed was the 
essence ot 


simplic ity in overseas 


marketing lreat each European 
country just like another sales terri 
torv in the U.S 

Fusfeld, now director of European 


sales, spends about nine months out 


these top-quality 


BAND-AID 


adhesive bandages 
) go to market 
in fine 
lithographed 
metal 
containers 


manufactured by 


J. L. Clark 


For nearly 25 years Clark containers have helped make Johnson 


& Johnson products brand leaders. 


A distinctive container 


assures immediate brand identification and helps the product 


sell successfully. 


At Clark, the essential facilities and experi- 


ence are available to help solve your particular container needs 


If you will write, citing your container requirements, we will 
gladly send samples or arrange to have a Clark salesman talk 


with you. 


J.L. CLARK 


Manufacturing Company 


Home office and plant, Rockford, Illinois 


Division plant and sales, Lancaster, Penr 


New York 
New York 
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of the year traveling in Europe. He 
starts with a market survey within a 
given country. He estimates the 
country’s needs for control valves of 
the type Conoflow manufactures. He 
checks on competition and deter- 
mines whether or not Conoflow’s 
product features are far enough in 
advance of any foreign-made valves 
to ensure sales success in the face of 
higher prices. Satisfied that the prod 
uct line can be sold, Fusfeld then 
searches for firms that could logically 
handle the Conoflow line 

The representative organization he 
selects must have a qualified technical 
staff to handle engineering detail for 
application, installation and mainten 
ance problems In this respect, a good 
European representative must be more 
self-reliant than 
the U.S., 
phone call to bring fast technical in 
formation 


a representative in 
as he cannot depend on a 


> The representative must also be 
able to correspond m English This 
avoids delay in the home office for 
translation and possible misinterpre 
tation. He must also have related lines 
that bring his men into the proper 
places for application of control 
Too many lines, however, di- 
lute a sales organization's efforts for 
inv specific line 


valves 


Fusfeld has seen 
the scales tip from good to bad when 
1 representative reaches for one or 
two lines too many. For this reason 
he will sometimes take the “second 
best” organization in an area if the 
firm has fewer lines to handle and is 
“hungry” and aggressive 

Once a European representative is 
selected and signed up by Conoflow, 
Fusfeld goes to work educating the 
organization's field men. Here he 
works at every step of the marketing 
process—training technical staff, mak 
ing promotional suggestions, introduc 
ing sales techniques in the American 
“go-get-em” manner. 

The latter area, Mel Fusfeld ad- 
mits, is a slow job, because European 
salesmen are not always regarded 
with the respect that the sales engi- 
neer enjovs in the U.S. There is a 
sort of “don’t-call-us, we'll-call-you” 
psychology among engineers and pur- 
chasing agents in European industry 
Following smokestacks and making 
cold calls is somewhat frowned upon, 
but Fusfeld says he’s making progress 

Conoflow allocates an advertising 
budget to the director of European 
sales. Mostly Fusfeld uses it to co- 
operate in the publication of advertis- 
ing brochures in the language and 
style of the agent’s country. Other- 
wise, Fusfeld urges the use of direct 
mail, and at least one of his repre- 
sentatives maintains a sizable adver- 


actions which result from 
buyers’ use of manufacturers’ 
catalogs in Sweet's Files. 
26,000 responses to more 
than 80 studies clearly 
document the significant role 
of catalogs in increasing 
selling opportunities for 
manufacturers who employ 
Sweet's system. Your Sweet's 
Representative will gladly 
review the results of these 
studies with you. Call him or 
write to Sweet's Catalog Service, 
Div. of F. W. Dodge Corp.., 

119 W. 40th St., New York 18 


SPECIFIED...APPROVED... 
REQUISITIONED ...CALLED 
LOCAL OFFICE. 

These are typical of the buying 


rp 


tising department for this purpose. 

_ At the home office in America, 
Conoflow processes European _in- 
quiries right in with each day’s do 
inquiries. An inquiry from 
Holland gets the same treatment as 
one from Houston or St. Louis. The 
same staff men process it, quote on 
it, and handle the resultant order 
The idea is to handle European busi- 
ness with as little change from do- 
mestic routine as possible. Even com- 
missions and working agreements are 


mestic 


worked out as nearly as possible to 
conform to Conoflow’s policies for 
local agents 


Credit risk is assumed by the 
European distributor. Conoflow has 
assigned a good staff man to concen- 
trate on shipping details, customs 
regulations, etc., to assure smooth de 
livery schedules. Although Conoflow 
normally ships direct to the user in 
the U.S., European shipments go to 
the distributor who placed the order. 

In a lot of ways, doing business 
in Europe is easier these days for 
U.S. companies. Shipboard container 
services, for example, have obviated 
the special expensive export packings 
which used to be required. Conoflow 
simply delivers valves packed or 


An exctusiveaaiaale Gift 
For Every Kind of Investor 


SECURITIES AND INCOME 
RECORD AT-A-GLANCE® 
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OLD PRO OR NOVICE, every 
investor will find ready use for 
this unique new Nascon record 
keeper. Details of purchase and 
sale of each security are easy 
to note in the ample spacings 
on individual pages. Separate 
pages are included for U.S. 
Government Securities. Sum- 
mary sections show capital 
gains or losses, and annual 
income by quarterly periods. 


SMART TWO-TONE COVERS of 
fine simulated leather may be 


SPECIALTY 


) of Fator 


imprinted in gold leaf with your 
name or trademark, free, or 
with recipient’s name, at small 
cost; your advertising messages 
can be bound anywhere in the 
contents. 


SEND FOR THE NASCON GIFT 
CATALOG. Get acquainted now 
with the complete quality line 
of Nascon “At-A-Glance” Rec- 
ord Books, designed to make 
your business giving produce 
business more effectively! 


DIVISION 


PRODUCTS 


E ) Paper C 


DEPT. M, 475 FIFTH AVENUE, NEW YORK 
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palletized for truck handling to the 
New York dockside. Instead of ex- 
pensively crating every order, the 
shipboard containers’ service groups 
several manufacturers’ shipments into 
standard cases which are broken down 
and individually delivered by truck 
on the other side. Air freight has 
still further advantages in speed and 
reduction of crating costs. 

And there’s been a revolution in 
communications. The jet commercial 
airliner has made traveling from 
Philadelphia to Paris barely more dif- 
ficult than it used to be to fly from the 
Quaker city to Los Angeles. Repre- 
sentative Fusfeld, who operates out 
of The Hague in Holland, can visit a 
potential customer with a European 
distributor on Monday and have an 
inquiry in the mail Monday afternoon 
bound for Philadelphia. It arrives at 
Conoflow on Wednesday where an 
application engineer can review it 
and send an answering quotation in 
the mail Thursday 

The results of Conoflow’s export 
program have proved its worth. In 
1959, only the second full year the 
approach was tried, Conoflow’s annual 
export sales rose from practically noth- 
ing to 10% of the company’s total 
sales. This year, Koch expects that 
export sales will almost double 


> Conoflow sales manager, J. Robert 
Simpson, has been impressed by an 
unexpected benefit of the new ap- 
proach. It has led to a lot of bread- 
and-butter type sales, orders that run 
only $3,000 to $4,000 apiece, but 
which come in steadily 

Simpson also points out that doors 
are opening for new domestic fields 

A case in point is the marine in 
dustry. The company has never ex 
plored the ways and means of selling 
the highly specialized marine indus- 
try because in the U.S. other fields 
have been much easier to cultivate 
In the Netherlands, however, the 
shipbuilding and maritime industry is 
very big. Conoflow’s Netherlands dis- 
tributor, with the experience of sell- 
ing other equipment to shipbuilders, 
has cracked the door for Conoflow 
control valves by selling several in- 
stallations on tankers. This is giving 
the U.S. representative for Conoflow 
the know-how to go after tanker and 
passenger liner business on this side 
of the Atlantic. 

Several important European firms 
are building process plants in the 
United States. It gives Conoflow a 
big assist to have them familiar with 
the name and product line through 
contacts in their homelands. It’s the 
old story of the “value of being 
known” being applied now on an 
international basis. @ 


Education —symbol of progress 
in the market on the move 


Shown is but one of several buildings of the new $8 million University of 
South Florida, located in Tampa, Florida. 

Within 60 miles of the progressive Tampa Bay area are seven other colleges 
and universities: 

Florida Christian College Tampa Florida Presbyterian... . . . St. Petersburg 
Florida Southern College... Lakeland Stetson College of Law... St. Petersburg 
University of Tampa Tampa Webber College......... .Babson Park 
St. Petersburg Junior College St. Petersburg Manatee Junior College Manatee 


Reminder: Dominating the higher-education minded market on the move 
is WTVT, station on the move! 


CHECK THE TOP 50 SHOWS! 
ARB NIELSEN 
WTIVT 42 WTVT 39 
Station B 7 Station B 11 
Station C 1 Station C ° 


A.R.B., Tampa - St. Petersburg Metro Area, August, 1960, 4-week summary 
N.S.1., Tampa - St. Petersburg Metro Area, August, 1960 


Channel 13 TAMPA- ST.PETERSBURG 


Represented by the 
Katz Agency Station on the move in the market on the move 


THE WKY TELEVISION SYSTEM, INC. - WKY-TV/WKY-RADIO + Oklahoma City 
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NO MATTER WHERE YOU FIND THEM 


630 THIRD AVE. 
NEW YORK 17, N. Y. 
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hi Ziel 


in fast-service 
eating places, 


twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 


Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 

Drive-ins 

Drug Stores 
Fountain Restaurants 
Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 
Main Highwoys 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 


for an advertising schedule 


FAST 
FOOD 


Peeraet one 


Those Group-Chats 
On ‘Why Advertising 


Tune in your radio or TV during the drowsy hours of any Sun- 
day evening (FM almost any evening), and it’s eight-to-five that 
youll catch one of these ever-increasing, ever-expanding bull ses- 
sions that lately are making a poor substitute for your boring 
friends. It's two-to-one that the subject of the panel will be some- 
thing like “Is Advertising Necessary?” 

The people who attack advertising are hard enough to take, be- 
cause of their usual lack of knowledge and misaimed sallies—but 
too often the defenders present suc h poor arguments in its behalf, 
that the whole dismal affair causes violent brain spasms as we listen 

As listeners, we're tired of talking back to the panelists who pay 
no attention to our curses, pleadings and promptings. So, we 
offer here, for your benefit, should you be called to serve as a 
panelist on the next TV or radio group-chat on advertising, a series 
of arguments which are calculated to get the discussion into more 
intelligent areas. Our hope is that you would then be able to 
demonstrate that advertising should not necessarily be compared 
with the oldest profession 


Argument +1. 


Nobody really advocates elimination of advertising as a practice 
except those so far out that no amount of logical argument will ever 
win them around. Those people you save until later 

Many people who first sound as if they are against all advertising 
can easily be made to admit that they are not. You simply give a 
few examples of institutional, industrial or purely informational ads 
They quickly agree that these are OK 

Now you've weakened the opposition by forcing it to rephrase 
the charge—a disastrous position in any kind of high-level debate 
At this point, your opponent has to say that he’s only against bad 


idvertising. He will probably be prepared with examples 


ant +2 
Argument +2. 


War mung This IS whe re che t¢ nce rs otten seem overcome with a 


hidden, but not too well submerged, desire to throw themselves 
into a soul ck msing contession of guilt I rile ss you honestly fee] 


guilty about the advertising vou've been connected with, don't em 
bark on the road back to light and understanding through defenses 
that sound like: “You've got us all wrong. We're for 
Were for Mother Love, Babies, Pets and the Harvard 
School. We're even against Forest Fires.” 


virtue 


Business 


The tack that anvbody should take, who isn't deep down ashamed 


of his actions, is a positive one. Don't apologize for the practice of 


idvertising. The medical profession, law, the police department 
or the Senate may apologize for its renegades but not for being 
what they are. They don’t (or shouldn't 


trotting out their good works 


need to answer critics by 


First of all, for anybody who is not all charlatan 
in the way of bad advertising that is indefensible 


Don't defend bad advertising 


there is much 


And don’t blame it on the agency even if the agency has been 
blaming it on you, the sponsor. And don't say that bad advertising 
amounts to only 2¢ of the otherwise great and pure and wholesome 
advertising. Sin doesn’t have a caliber. Be against it 

Your tack should be that you make no defense for tasteless, un- 
imaginative, or vulgar ads; but that anybody knows that there is 
good, quality, even entertaining advertising. 


You may wish to argue here that it is not your business to up- 
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This new NATIONAL YELLOW PAGES SERVICE 
can buy our various markets with just 
one contract...and sell our best prospects 


BP eS DS SO DOC OP OSOSCO OSS OS SCCOS SASS 


TELL ME MORE 


Ad. Mer.: Well, now we can buy any combination of over 4,000 
Yellow Pages directories all across the country. Make them fit 
our geographical marketing pattern. 

. 1 - 7 w - . . . 
pales | r. But how do we know the right combination of 
directories »$ % buy? 


Ad. Mer.: The Yellow Pages people will furnish us with all 
the marketing info we need — which directories cover which 
markets and so on. 


wHBies And what's this about selling our best prospects? 


Ad. Mer. Just ask yourself who our best prospects are. The 
people who are ready to buy — right? And surveys show that 
9 out of 10 check the Yellow Pages when they’re ready to buy. 


: —_ 
d 


Okay — but doesn’t it tell only where to buy? 


Ad. Mgr.: Not now! This new NYPS lets us put selling ads 
in Yellow Pages directories — selling ads that reinforce our 
national advertising. 

} AGT. Just one contract covers it all? 
Ad iy Right. And just one monthly bill, too. Saves plenty 
of paper work and red tape! 


7 e Wer 


- I think we ought to buy it. 
Ad lle: « Good... cause it’s already in the works! 
ONE CONTACT/ ONE CONTRACT/ ONE MONTHLY BILL 


NATIONAL 
YELLOW PAGES 


For details contact your NYPS representative 
through your Bell Telephone office. 
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MOTIVATE YOUR 
SALES FORCE! Z 


Let these success-producing $.M.1. records work 
for you and your sales force! Ideal for train- 
ing aids, morale boosters, or gifts! 


Napoleon Hill's 
THINK 
and 
GROW 
RICH 


narrated by 
Earl Nig4tingale 


Over 3,000,000 copies of this great book have 
been sold now you can hear the 13 principles 
of success in modern recorded form! A “Must” 
for all who desire greater Wealth, Happiness 
and Success! Complete script of the narration 
is included 
SMI-1313 High Fidelity, 12-inch, 33% f.p.m 
$4.95* 


Ben 
Sweetland’s 


powe rful 


The “Key to Life's Golden Secrets” positive 
thinking and positive action riches and hap- 
piness freedom from worry and doubt 
the very heart of the famous book, now in its 
12th printing. Complete with printed script of 
the narration 
SMI-1314 High Fidelity, 12-inch, 33% rp.m 
$4.95* 
Earl 


Nightingale’s 


“THE 
STRANGEST 
SECRET” 


The first great motivational record tells you 

how to become financially independent how 

to retire at the age of YOUR choice how 

YOU can succeed. A success story, proven by 

thousands of personal triumphs! 

SMI-1200 10-inch High Fidelity 33% r.p.m 
$4.95* 


New from §.M.1.! 


Elmer Wheeler's 


“SELLING THE SIZZLE”’ 


“America’s number one salesman” gives his 
world-famous talk takes you step-by-step 
through the secrets of successful selling. A new 
12-inch long-playing record, with a complete 
script of the narration’ 

SMI-1315 High Fidelity 334 rpm. $4.95* 


*QUANTITY PRICES (Any Assortment) 
1 te 5—$4.95 6 to 100 — $3.95 101 te 200 — $3.45 


SUCCESS MOTIVATION INSTITUTE, 


P. O. Box 7614 @ Waco, Texas 
Nome 


Address 


City State 
Send me the SMI albums listed 
Copies of Think and Grow Rich 
Copies of | Con 
Copies of Strongest Secret 
— Copies of Selling the Sizzle 


Total amount of order $ : 
Cash Check [] Money Order 
(postage paid by SMI) 
C.0.D. (Buyer pays postage) 


| am financially able to stock for a distributor 
ship; let me know your requirements 


grade the national taste, but neither is it your business to enter any- 
one’s consciousness, uninvited, with dirty feet. 


Argument +3. 


Now you point out why advertising is a necessary part and tool 
of a modern industrial, commercial, competitive society. 

First you establish that this is the kind of society in which we live 
and in which we want to live. Take those Margaret Mead and 
those Ruth Benedict fables (this shows you know who they are) 
about life in the idyllic South Seas, and show them to be primitive 
uncultured, limited and environment-trapped societies. 

We, to a greater or lesser extent, control our environment. We 
don’t pray to rain gods, sex gods, war gods or the tribal chief. We 
are not attempting to write the future by keeping it like today or 
yesterday. In this kind of a society there are risks and excesses 
There are checks, balances and controls. Power is suspect, so it is 
never given to the irrational or the unrealistic—or almost never 
When it is, we have ways of getting it back—this panel is such a 
forum of public opinion, and should not get sidetracked 

Don't get into using those phrases that you tell other advertisers 
in the club car—that advertis.ng brings the public the benefits of 
this wonderful product-laden society, penicillin and automobiles, 
at lower prices. Maybe yes and maybe no. It can be very diffi- 
cult to explain how a bank saves anyone money by advertising. And 
anybody who has ever had the slightest acquaintance with luxury 
industries can think of examples where products sold better at a 
higher price than they do at a lower one. (As one man said in the 
cosmetic business, “This doesn’t cheat the customer in any wav 
because it permits us to plow more money back into advertising.” 

The whole point in such an argument is this: In a free enter- 
prise or even limited free enterprise system, it is a legitimate func- 
tion of a business with something for sale to advertise. The grocer 
who hangs out a sign on split peas or navy beans is an advertiser 
When he gets a few more stores in other towns, he is a chain adver- 
tiser. In a few years, he may be a very big advertiser. Then, are 
we talking about size? Dollars? 

When it comes to large, national or regional manufacturing, you 
can go into the whole complex of total marketing. How adver- 
tising is simply a tool that the marketer uses like any other 
that it is a very important and useful tool because it helps predict 
a market for new and improved products . . . that it helps stabilize 
a market so that a manufacturer can better forecast sales and pro- 
duction. Ask your opponent if he would take away this marketing 
tool? With what would he replace it? Would he want to control 
production and decide what would be produced? How? Who? 

You can finish by saying: 

“The consumer always has the ultimate freedom of choice or 
rejection. If an advertiser offends his sense of taste or otherwise 
conducts his program in a way offensive to the consumer, the con- 
sumer can react by not buying the products that the critic says he 
doesn’t need anyway.” 

This gives you the opportunity to say a few words about need. 
In those South Seas we mentioned, nobody needs a Brooks Brothers 
suit or a tuxedo or a wrist watch, because nobody's going any place. 
But this is not a dugout community, or a tribe of Eskimos who spend 
all their waking hours taking care of their stomachs and fighting the 
elements. We don’t need the Museum of Modern Art or the opera, 
Shakespeare or big league baseball. But offer them to the brighter 
Eskimos or the South Sea islanders and get out of the way, because 
someone will get trampled in the rush. 

This doesn’t mean that you think anybody (including an adver- 
tiser) can do anything he wants. No one can. It does mean that 
you're going to kick like hell if somebody is going to rewrite one 
part of the book without your being properly heard. KPP 
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anada... 


YOU NEED A BIG HORSE 
FOR A BIG JUMP 


To ride boldly into the vast and lively market 
of Canada, you've got to have something that 
can carry you safely, surely, swiftly. And that 
means Weekend Magazine with its French 
language edition, Perspectives. 


Weekend Magazine/Perspectives covers Can- 
ada with a circulation more than three quar- 
ters of a million greater than that of any 
other magazine in the country. It is regular 
family reading in over 1,880,000 homes with 


Reaching 1,880,000 homes every week. 


all the prestige of the 35 leading newspapers 
that carry it from coast to coast. This, in 
Canada, is equal to the combined coverage of 
Life, Look and the Saturday Evening Post in 
the United States. 


Weekend Magazine/Perspectives, first in the 
field, can give you the right approach, the right 
take-off—and put you jumps ahead. 


Represented in the U.S.A. by O'Mara & Ormsbee—New 
York, Chicago, Detroit, San Francisco and Los Angeles. 


The biggest single selling force in Canada. Weekend 


MAGAZINE 


AMD ITS FRENCH LANGUAGE EDITION 


Perspectives 
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Something 


Missing 


.. like 
@ THE SACRAMENTO BEE 
without the © THE MODESTO BEE 


Billion-Dollar i gr 


Valley of the Bees 


You can’t cover the growing California market 
@ Actually total effective buying income of more unless you get your story into California’s pros- 
than 3% billion. perous inland valley. And valley families, cut off 
, from the coast by mountains, read and heed their 
@ Greater Retail sales than each of 25 states. . i 
own local papers — the three Bees. 


Data Source: Sales Management’s 1960 Copyrighted Survey 


Mo CLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 


McClatchy gives national advertisers three types of dis s... bulk, frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. 
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Now, Can Door-to-Door Selling 
Perk Up Your Profit Picture? 


The answer may well be a strong affirmative. Direct selling to 
consumers is flourishing in today’s market. Note these new 
opportunities in house-to-house selling: products that click, the 
best methods and programs, the salespeople to do the job. 


By ALBERT HARING 
Professor of Marketing 
School of Business, Indiana University 


For many companies this is the 
year of the profits slump 


up, but earings are 


cost mode of selling that will open up 
Sales are new markets and increase both sales 
Costs and profits 
of selling, distribution, manufacturing Note the following points about di 
climb ever higher rect 
Such marketing headaches make the 
time right to take a new look at door 
to-door sales. This ancient method 
ot selling has changed and it has 
boomed 


down 


selling to consumers in today’s 
market. They may point to the need 
in many marketing organizations, to 
make a realistic re-evaluation of door 
to-door selling 

For many companies it may © Door-to-door sales are 


climbing 
well be the high profit relatively low 


toward the $3-billion-a-vear mark 


® Some 2,700 companies oi all sizes 
are now selling direct to consumers 


e The leading direct-selling com 
panies have shown impressive profits 
and substantial sales growth during 
the last decade. 


Direct selling flourishes in the 
middle section of the U.S., on the 
Pacific Coast and in the 
states. 


southern 
Only in the areas of severe 
climate is it handicapped 

In terms of dollar sales, direct sell- 
ing is most important in foods and 
food products; books (Bibles, encvclo- 
pedias); housewares; appliances 
greeting cards: cookware; cosmetics 
wearing apparel; detergents and com- 
monly household chemicals 
nursery stock; tableware; and dietar 
food supplements. Almost every kind 
of consumer product is sold direct to 
some degree. 

Industry history is illuminating 
Stark Brothers Nurseries and Orchards 
has been in business for 144 years 


used 


Why Door-to-Door Selling Is Booming 


Several post-wor factors—changes in the economy, 
in retailing, in buying habits—have combined to give 
a strong boost to direct selling 

Since the end of World War Il, the trend to self- 
service and semi-self-service has almost eliminated 
creative personal selling. The new and larger stores 
have strict inventory policies so that a manufacturer 
must have real consumer acceptance before he can 
gain adequate shelf space for his product, or even 
persuade the logical outlets to handle his goods. Many 
price structures, in addition, have been subject to 
severe disrupting influences, such as discount houses. 

During this same period, improved machinery and 
new plants have increased capacity. The break-even 
sales volume of most companies has risen substanti- 
ally. Few manufacturers today can afford to give up 
any extra dollar of sales or logical market segment, 
assuming that these can be attained without disrupting 
existing distribution or disturbing the pricing structure. 
In addition, both old and new firms frequently find 
the struggle to introduce new products in normal 
retail channels very expensive and difficult until after 
consumer acceptance has been established 

Since the end of World War Il, the American popu- 


lation has exploded while moving into suburban and 


exurban creas. Domestic help has been scarce and 
expensive; parking and traffic problems hove _ in- 
creased the weor and tear on nervous systems; Mrs. 
Consumer is just making fewer trips downtown. 

Effective advertising in all media has given Mrs. 
America a discriminating taste which often cannot be 
satisfied by the retail offerings of exurbia and small 
communities. Housewives throughout the country are 
thus showing more preference for purchasing in the 
home because of: 

1. The convenience and comfort of buying in her 
own home. 

2. The ease of making her own choice of the sub- 
stantial variety of merchandise offered, at her leisure. 

3. The value of trying things out under actual con- 
ditions of use. Will the vacuum cleaner pick up the 
dirt in the problem spots in my house? Demonstration 
is important. 


4. The whole family can be consulted. Salespeople 
often plan to call back when the entire family will be 
home to inspect the product. 

5. The desire and need for special service, advice 
and instructions about effective use. Few people like 
the self-service principle for everything they buy. 
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= Westchester 
the, view is important 


WESTCHESTERS MORNING NEWSPAPER 


DAILY TRADER 


55 Church St, White Plains, N. Y 


REPRESENTED NATIONALLY OY 


RALPH R. MULLIGAN 


NEW TORK .CHICAGO-OETHOIT. LOS 4nGE.es 


FREE 
SAMPLE 


KIT shows the amazing 
power of Faultless 
Advertising Balloons 


Detailed literature and prices . . . profitable 
ideas on store promotions .. . displays . . 
and other existing ways of smart merchandis- 
ing with low cost Faultiess balloons. Write 
today on your letterhead for free sample 
kit. The Faultiess Rubber Company, Dept. 
12, Ashland, Ohio. 


C. W. Stuart and Co. (nursery stock, 
costume jewelry, tableware, etc.) has 
been operating for 108 years. The J. 
R. Watkins Co. pioneered direct sell- 
ing of a wide variety of extracts, 
spices, and toilet articles in the farm 
market 92 years ago, while Grand 
Union initiated its food routes 88 
years ago and was followed by Jewel 
Tea 28 years later. 

Avon cosmetics has been 74 vears 
in the business; Wear-Ever Alumi- 
num, 61 years; Fuller Brush, 54 years; 
and Fashion Frocks, 53 years. Over 
a quarter of a century of experience in 
direct selling has been successfully 
attained by Hoover and Electrolux 
vacuum cleaners, Real Silk Hosiery, 
Home Decorators (silverware), and 
Stanley Home Products. At least an- 
other 50 names deserve addition to the 
list of important direct sellers in 1960. 


Opportunities—Direct selling has 
certain advantages, compared to other 
channels of distribution, which wat 
rant careful consideration. It is highly 
useful in the following instances 

1. Launching a new product and 
creating consumer acceptance with 
limited capital 


2. Developing coverage in a weak 


or spotty market or for a second brand 
or differentiated model. 

3. Ensuring effective demonstration 
when this is a kev feature in sales 
success and consumer satisfaction 


4. Selecting distribution in such a 
manner as to avoid competing on 
price 

Although personnel available for 
direct selling is virtually unlimited, 
there are certain problems peculiar to 
this type of operation 

The turnover of sales representa 
tives may be so high that the direct 
seller has a continuing problem of re- 
cruitment. Supervision is difficult 
because the direct salesperson is in 
business for himself and must be so 
handled in order to avoid the prob- 
lems of income tax and social security 
deductions. Training kits and samples 
must be especially effective. 


Products—To be sold successfully 
direct to the public, products are 
most suitable when . . . 

. They have high quality com- 
pared to competition. 

Thev have unconditional war- 
ranty. 

. They have exclusive or special 
features. 

. They can be demonstrated ef 
fectively. 

. The original sale, if the con- 
sumer is satisfied, logically leads to 
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ALBERT HARING knows what it takes 
to sell door-to-door. High on his list of 
consulting assignments stands the Na- 
tional Assn. of Direct Selling Com- 
panies. Others: National Retail Furni- 
ture Assn., and National Retail Hard- 
ware Assn. Professor Haring has served 
as president of the American Marketing 
Assn. (1943) and on the faculty of 
National Sales Executives’ Graduate 
School (1953-55). 


repeat sales or the sale of supplemen 
tary items. 


. They are used by a broad seg 
ment of the public or by special 
groups which can be easily located 

. They are priced competitively 
and within the reach of most logical 
prospects. 

. They allow adequate earnings 
for the salesperson. 

The key item is earnings for the 
salesperson; the other product qualifi- 
cations qualify the types of merchan- 
dise which are most likely to permit 
adequate earnings on the part of the 
individual salesperson. 


Methods to introduce direct selling 
-Only recently have techniques been 
developed whereby, at limited and 
reasonable cost, a company can de- 
termine through experimental research 
its probability of success in direct sell- 
ing, the best basis or type of direct 


SELL IT in CCA Point-of-Sale Displays 


CONTAINER CORPORATION OF AMERICA 


World's largest producer of paperboard packaging 
Chicago 3 Local service from 122 strategically located manufacturing centers 


Folding Cartons, Shipping Containers, Sefton Fibre Cans, Molded Plastic Products, Point-of-Purchase Displays, Paperboard 
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when your plastic film package must 


PROTECT / ENHANCE / REVEAL / SELL 


... Call kennedy 


National! 
package for aut 
sales builder t 
usable container 


Packaging award winning 


National Screw and Man 


ufacturing Company's cc de bing their con 


sumer displays feature Kennedy food wraps 
Lip bags to increase sales perishable foods 


Engineered with imaginative design and 
manufactured to exacting standards, every 
film package from Kennedy is designed for 
the job it has to do. Ask us to show how we can 
design or redesign your packages to better 


PROTECT/ENHANCE/REVEAL/SELL YOUR PRODUCTS 


“This is Kennedy 

. your copy is 
free for the asking 
Write today. 


KENNEDY CAR LINER AND BAG CO,., INC. 
7000 Prospect Ave., Dept. K, Shelbyville, Indiana 


Offices in most principal cities. See the yellow pages in your phone book 
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selling for its problem, and the most 
effective method of sales presentation. 
Today such research techniques are 
available, along with organizations 
and personnel to implement their use 

A manufacturer can try direct sell- 
ing on a test basis in limited and se- 
lected markets. The proper type of 
direct selling for his product and the 
proper methods of operating can usu- 
ally be worked out within six months 
at mudest cost. Whether or not his 
product is suitable for direct selling 
can usually be determined in a much 
shorter period of time. 

Once the program is set up, adver 
tising in the three industry magazines 

Salesman’s Opportunity, Spare 
Time, Specialty Salesman Magazine 
newspapers in specific markets, and 
some direct mail can usually secure 
representatives at reasonable cost. One 
industry publication claims that ad 
vertising in its pages secures repre 
sentatives at a cost of $5 each, but $10 
is probably a safer estimate 

After the program has reached the 
stage of actively soliciting representa- 
tives through advertising, projecting 
the sales coverage up to 500 or 1,000 
representatives can frequently be done 
within a verv few months. The 
problem then shifts to personnel and 
the continued rex ruiting of new sales 
people as existing ones, with changing 
personal situations drop out 


& To analyze the cost of direct sell 
ing is very difficult. Probably a total 
distribution cost of around 60%, in- 
cluding salesmen’s commissions, field 
supervision, administrative sales costs 
clerical, shipping, promotion and ad 
vertising credit, etc is as close a 
general estimate as can be made. This 
may seem high until a company ana 
lyzes its total present distribution 
costs, including the margins which 
wholesalers and retailers receive, sales 
men, advertising and the sales ad- 
ministration 

The number of competent people 
interested and capable of selling door- 
to-door is on the increase. Both re- 
tired people and those over 40, who 
often find it difficult to gain employ- 
ment, are on the rise. The tremen- 
dous growth of new products and de- 
sirable services puts pressure on young 
people and married women to supple- 
ment their family income. 

In addition, direct sellers are just 
about the only large group of people 
available in the American economy, 
who will and can do an effective job 
of creative selling and demonstration 
All of these are vital factors in creat- 
ing and expanding the American 
economy and in raising the standard 
of living 


(continued on page 106) 


If you've got something to sell to business... 


GO DIRECT TO THE BOSS 


Lising consumer magazines to sell busi- 
nessmen is like sending high-priced in- 
dustrial salesmen out into the suburbs to 
ring doorbells. 

NATION'S BUSINESS, on the other hand, 
selects business customers and prospects 
only—some 750,000 of them...more than 
double any other management magazine. 
These top men—owners, presidents, 
partners, and management executives in 
more than 500,000 medium-sized and 
large companies—represent a tremendous 


market for all sorts of business goods and 
services. 

If you've been paying mass-magazine rates 
to reach more businessmen, give your 
budget a break. Take the all-business 
route— NATION’S BUSINESS—to open 
more sales doors across the country... . 
cover prospects and customers beyond 
the regular range of salesmen... get your 
story to “‘hard-to-see’’ executives... and 
sell businessmen when their interest is 
centered on business! 


New advertisers in NATION'S BUSINESS in 1960 using this no-waste, direct-to-the-boss way of selling the business market: 
RCA, Olin Mathieson, Iron Fireman, Moore Business Forms, Norfolk & Western Railway, General Aniline and Film, 
Carrier Corp., North American Aviation, Volkswagen, Ryder System, and Chicago, Rock Island and Pacific. Over 


all, these and other advertisers have given NATION’S BUSINESS a 12.6 


gain in pages in the first nine months of 1960. 


Nation's Business 


POLITICAL POWER GOALS: 


WHAT UNIONS 
WANT NEXT 


You use NATION’S BUSINESS... to sell more of the nation’s businessmen 


Advertising Headquarters, 711 Third Avenue, New York 17, N.Y. 


your 
title page 
thru 


an acetate window 


‘COLOR 


AMBER 
BLUE 
GREEN 


CLEAR 


OF THE 


NEW 


VISI/BELLE 


Report Cover 


An impressive, influential way 
to present: 


For a FREE 
VPD ViSI/BELLE 
write, on your 
business letterhead, to: 
Joshua Meier Company, inc. Dept. SM 
Mfrs. of VPD Binders and 


Visual Presentation Products 
601 W. 26th Street, New York 1, New York 


106 Sales Management 


Types of door-to-door selling plans 
—Although many variations exist 
among direct selling programs, almost 
all fall into one of = major cate- 
gories: 


1. In the food field, the “route plan” 
on a 2-week basis is common. Orders 
are solicited and then delivered on 
the next regular call. Premium plans 
for continued patronage are frequently 
used. 


2. Group plans whereby each pur- 
chaser is given an opportunity to 
sponsor further sales. Under the 
“party-plan,” the operator arranges 
with a housewife for a product demon- 
stration in her home to a group of 
friends. The hostess gets a percent- 
age of sales made and/or a merchan- 
dise premium. Under the “club-plan,” 
which is keyed to nationally adver- 
tised merchandise, a club secretary 
solicits friends to join her club by 
purchasing merchandise from a cata- 
logue at a discount, usually on a dol- 
lar-a-week basis. The secretary is 
usually rewarded through free mer- 
chandise 


3. The “C.O.D.” plan where the 
company furnishes the 
with samples or a sample book and 
order forms. The salesperson takes 
an order, collects an advance deposit 
which is ordinarily his compensation, 
sends the order to the company, which 
ships the merchandise directly to the 
customer C.O.D. for the unpaid bal 
ance. Credit is also beginning to ap- 
pear in some of these plans 


salesperson 


4. Under the “dealer-plan,” the 
company sells its merchandise at 
wholesale, for cash or on credit, for 
resale by the “dealer” salesperson at 
retail prices on his own 
mainly through door-to-door contacts 


account 


Salesmen—Most salespeople in di- 
rect selling work intermittently. As 
a result, large sales volume is ob- 
tained through the use of many repre- 
sentatives whose average sales may 
be relatively small. It is not unusual 
for a direct selling company to have 
from 5,000 to 10,000 representatives. 
In fact, Avon Products is said to have 
over 100,000, mainly women selling 
part-time. 

The direct salesperson is in business 
for himself and is regularly paid on a 
contingent basis with compensation 


varying from 25% to 40% of sales. The 
common practice is te handle one line 
or a very ‘imited number of lines. The 
usual motivation is a desire for inde- 
pendence and adequate income. 

Best estimates available indicate 
that about 1.5 million salespeople in 
the U. S. are rather steadily engaged 
in direct selling. Of these, around 
850,000 are men and 650,000, women. 
In a broad sense, three out of four of 
the women sell part-time while about 
one-half of the men sell part-time. 
Both full-time and part-time sales- 
people are important in direct sell- 
ing because the individual sets his 
own financial sights, sometimes “pin 
money” but, quite possibly, a 5-figure 
mcome 

A recent study made of over 25,000 
individual direct salespeople is perti- 
nent. Of the respondents, 54.4% were 
men and 45.6% were women; 52.3% 
worked part-time and 47.7%, full-time; 
87.0% were married and 13.0%, single. 
One-fifth (19.9%) of the salespeople 
reporting were under 30 years of age; 
two-fifths (40.5%) were between 30 
and 45 years old; one-third (32.9%) 
were between 45 and 65 years of age; 
and 6.2% were over 65. Almost four- 
fifths (79.0%) of the people answering 
had children, and coal half of the 
men had been in military service. 

About two-fifths of the salespeople 
(40.9%) have sold for one year or less 
while about one-third (32.0%) have 
sold for six years or more. The basic 
reasons for selling direct were to sup- 
plement family income (67.6%); to 
secure the independence of being in 
business for themselves (58.4%); be- 
cause selling was a preferred occupa- 
tion (59.6%): to occupy spare time 
(37.9%); and to make more money 

33.8%). ; 

Such motivations indicate active, 
aggressive, and “hungry” people, in- 
dependent individuals who sincerely 
wish to make a success of direct 
selling 

Four-fifths of the direct salespeople 
reported that three-fourths or more of 
the prospects contacted received the 
salesperson in a courteous and 
friendly manner and seemed to wel- 
come his calls. This suggests strongly 
both that these direct sellers are han- 
dling themselves adequately and ef- 
fectively and also that the American 
public today welcomes selling in the 
home. @ 


Your Postmaster Suggests: 


Avoid the last minute Christmas holiday rush! 
MAIL EARLY! 
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= 
Gardner 
Gard- Gardner Structura/ De- Gard- Machine Application 

Gardner Sales Repre ner Market Research sign ner Graphic Design 
sentative Gardner Package Testing, 


"WHAT DOES AN IDEA LOOK 
LIKE? in Persuasive Packaging, 


DIAMOND NATIONAL 


THE GARDNER DIVISION 


EXAMPLE OF GARDNER 
PERSUASIVE PACKAGING 


Part 1 of Two Parts 


What's Business Travel 
Doing to Wives? 


. . . Consigning them to a modern purdah, say these “travel 
widows” .. . wrecking home life . . . unfathering children. And, 
let’s face it, kids and volunteer work and financial security just 
aren't enough—there are times when women need husbands! 


“Get me out of this hell hole. Get 
me out! I've had it. I can’t take it 
any more.” The scream came, not 
from some hysterical hussy but from 
a lovely, cultivated, usually poised 
and self-contained woman, the wife 
of a top marketing executive of one 
of the nation’s largest companies. 

The “hell hole” happened to be one 
of the West Coast's more sumptuous 
indoor-outdoor living, ranch style 
homes, complete with every charm 
and convenience—heated swimming 
pool, beautiful, well-kept garden— 
and located in an exclusive suburban 
community. Mrs. Simith and her hus- 
band, who had just returned from 
an extended trip, were entertaining 
the territorial Big Boss. 


> The problem? On the surface, a 
drink or two too many. Actually: 
Many trips too many by Mr. Smith. 
The conversation had turned to a new 
swing around the far-flung territory, 
on which Big Boss remarked that he 
expected to be accompanied by Smith. 
Mrs. Smith had caught the drift of 
the plans and flipped. 

Smith got his wife in a corner after 
turning the stereophonic sound up 
a few decibels and demanded: “For 
Pete's sake, Honey, what are you 
trying to do—wreck me? What gives?” 

“I can’t take any more. You've just 
come home and they're sending you 
away again for even longer than the 
last time. Are you married to me or 
to XX Industries?” 

“You knew how it was going to be 
when I got the promotion in 1958 
and the new boost in January. You 
knew I'd have to travel more. The 
more responsibility I take on the more 
I have to get out in the field. I mean 
—" he began to go to pieces a bit 
himself—“Christ, I never knew you 
were taking it like this. I thought 


you understood. Do you think I en- 
joy being away from you and the 
ids?” 

“I do understand. I know it isn’t 
your fault. But I've been taking it 
for ten years thinking it would get 
better when your position in the com- 
pany was established. But it gets 
worse. I'm sorry I blew my top. I 
hope—” She had calmed down suffici- 
ently to realize that she might have 
jeopardized her husband’s position 
and to feel uneasy. The Big Boss had 
strolled over to join them, having 
divined or overheard enough to know 
what was agitating Mrs. Smith. 

She faced him, nervous but de- 
fensive: “Is he going to get fired?” 

“No. He isn’t going to get fired. 
This stays between us. Forgive me 
for intruding, but I feel sort of re- 
sponsible for this. After all—well, | 
travel, too, and I get it at home my- 
self—or did. I think we've got it 
straightened out now. Look, can we 
talk this over?” 

Smith somewhat shakily made a 
pot of coffee, and they sat around the 
moonlit and dramatically illuminated 
pool talking it over. Mrs. Smith, who, 
the Big Boss knew, had been an 
asset and a helpmeet to her husband 
throughout the years of his long as- 
sociation with the company, was en- 
couraged to open her heart. Why had 
this boiled over now? What was the 
trouble—the real trouble? 

The trouble was no one thing. It 
was loneliness aggravated by a com- 
plex of factors. Her experience with 
a husband on the road had run the 
gamut from years of struggle when 
their children were small and he was 
a simple salesman, through his ad- 
vance to branch office assistant to 
manager to his present situation in 
the regional head office as director of 
marketing. 
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In the early days she was over- 
whelmed with work and with using 
all her wit and resourcefulness to 
make ends meet. Her loneliness then, 
she thought, was tolerable because 
better times lay ahead. She was help- 
ing him build his future and the se- 
curity of the family. It would be 
enough, she had thought, if she could 
_ afford baby sitters and someone to 

elp with the housework so she could 

get out and see people, have some 
social life when her husband was not 
there to keep her company nights 
and week ends. 

Now she could afford that help. 
From some people’s point of view 
she had everything—a fine husband 
who was devoted, loyal and success- 
ful; children who were no more of a 
problem than anyone else's; a beauti- 
ful home; position and prestige in 
the community; good looks and youth- 
fulness still. 


> From her point of view, her life 
was barren. Certainly she took 
pleasure in their three children, but 
they were approaching adolescence 
and developing their own interests. 
She had been too busy during the 
hard years helping her husband to 
acquire much in the way of outside 
interests of her own. She was not 
intellectual. Reading, shows, were all 
right, but you couldn’t make them 
substitutes for your emotional life if 
you were healthy. She liked social 
life, being with people, the stimulus 
of other minds. And here was the 
rub. Her complaint was voiced so 
often by “sales travel widows” that 
it is worth listening to carefully. 
“If I were a single woman I could 
have dates with men and we could 
go places, do things together. If I 
were a widow I could have male 
companionship without too many 
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FA R Q 0 _ M 0 0 R H FA 1) raised eyebrows, even in this com- 
munity where everybody knows 


everybody else's business. In any case, 


NEWEST Standard Metropolitan it would be my own affair. As it is 


even with my husband’s approval, I 


Area in One of the Northwest's couldn’t go out with a man, no mat- 


ter how innocent the association. 

: There'd be gossip. My name would 
Richest Markets! be mud. And “a husband's reputa- 
tion would suffer, too. 

“Women friends? I used to have a 
lot of fun with my girl friends when 
I was working, before I was married. 
Now I only know other wives and 
plus the largest metropolitan marke they are busy with their own families. 
between Minneapolis and Spokane What few single women I know have 
their boy friends and interests. The 
other married women, when we get 
together, talk about nothing but their 
husbands, their children, their hus- 
band’s position, what they earn or 
ought to earn. They expect the same 
from me. It’s very boring. I want a 
change from all that in my social life 
It's all too ingrown. 

“The truth is,” she burst out, “a 
woman whose husband travels a 
great deal—and mine is away at least 
50% of the time, sometimes more—is 
in a kind of modern purdah. I heard 
a talk at our club about the women 
a 20-4 of the Moslem countries coming out 
from their veils and the women of 
India emerging from the purdah svs- 
tem of seclusion. But married women 


One Market e Sold by One Newspaper like us are in a psychological purdah, 


Nearly Y, of North Dakota 


plus western Minnesota 


= 6 
4 


particularly if we live in a suburban 
community where all of us at our 


social level know one another. I! 
don’t wonder two-thirds of us are 


going to psychiatrists. After the way 
| blew up tonight, I guess I'd better, 


Fargo, North Dakota-Moorhead, Minnesota, is now a government t00." 


recognized Standard Metropolitan Area, proof positive that Fargo 
Moorhead is ONE market. And The Fargo Forum provides 100% 


> Another, equally articulate travel 
coverage of this two-city market 


widow says: “It's all very well to tell 
Additionally, The Forum reaches 3 out of 5 families in its coverage us to develop outside interests. That's 
of 20 North Dakota and Minnesota counties. This accounts for nearly true as far as it goes; it could help. 

of North Dakota's population and buying power But the trouble is, most of these 
activities are in the daytime. I'm 
There's more to measuring markets than size and rank. Thorough thinking of the Grey Ladies, the Pink 
economical newspaper coverage is an important factor; so is geograph Ladies, the Red Cross, things like 
ical importance. In America’s rich Northwest, Fargo-Moorhead is the that. Those of us with children who 
largest market between Minneapolis and Spokane — and it's solidly are not grown up have more than 
enough to keep us occupied days. 


It's in the evenings and the night- 
20 COUNTY SALES STATISTICST (including 2-county Metropolitan area) time, after the youngsters are in bed, 


sold by The Fargo Forum 


Effective Buying Total Retail Food Sales Automotive that we feel the absence of our mates. 
Population Households Income (000 Sales (000) (000 Sales (000 It’s tolerable if they come home Fri- 
285,100 77,200 $436,323 $358,468 $58,471 $69,641 day night for the week end. When 


they're away Saturdays and Sundays 

FARGO-MOORHEAD 2-COUNTY METROPOLITAN AREA SALES STATISTICS? os wi Gian & tabs Yety, very 
(including city zones) ae » » 
Population Households —— ~ ys oe Feed Seles aopemetive “It's a nying time “ particular for 
us young mothers. Other families are 

110,000 30,200 $194,213 $161,688 $25,429 $33,380 together and the married woman 
Sources *Annual A.B.C. Audit, 3/31/60 Sales Management estimates, 7/10/60 whose husband is absent, even if she 
is included somewhere out of sym- 
DAILY 54,200 NEST «Represented by athy or kindness, is a fifth wheel. 
Oe THE FARGO FORUM “0 Beene SS ee aw 
ROP FULL COLOR Raemoet sien in Nerth Dehetre & western Minne Compeny & often nervous about 
having a “single” woman at large 
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the virtues of 
regional publishing 


are exemplified by the sucess of Sunset and 


Progressive Farmer in their fields 


IN THE BUSINESS MAGAZINE FigLD the virtues of re- 
gional publishing are exemplified by the W.R.C. Smith 
Publications that serve the South and Southwest. Edi- 
torial concentration on the interests, problems and per- 
sonalities of this region assures uncommonly high interest 


from readers—more than 125,000 of them each month. 


Over 1,200 advertisers use the W.R.C. Smith Publi- 
cations. Let the strength of these magazines and -their 


responsive readership serve you, too, in this rewarding 


market where rapid industrial expansion is resulting in 


an increased standard of living and purchasing power. 


W.R.C. Smith 
Publications 


Serving the 
South and Southwest 


806 PEACHTREE STREET, N.E., 
ATLANTA 8, GEORGIA 


Let a representative tell you how these successful magazines can help epeed your sales expansion in the nation’s great growth market. 
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who 
says 


Dickie-Raymond is good? 


The people we work for, that’s who! 


And who better to judge? You don’t stick with a sales 
promotion and direct mail counsel for 10, 15, 30 years unless 
the money you’re spending is bringing you good results. Like 
more leads for salesmen, and more closed sales, at lower cost. 


Like gaining record advertising readership in markets that count 
the most, through inspired ideas and proven techniques. Like 


giving, and getting, cooperation in the dealer area that wins 
inside position in the competitive race. 

Dickie-Raymond specializes in the planning, creation and 
production of direct mail and sales promotion. We work for 
well-known companies a few of which are listed below. We’d 
like you to talk with principals in these companies who can tell 
you how good we might be for you. If you’d like, phone or 
write — without obligation — for a descriptive booklet about 
Dickie-Raymond. 


D-R Clients are the Growing Companies 


AEtna Life General Time — Stromberg 
Air Express 
American Airlines 


Railway Express 

Hertz Corporation Recordak 

International Silver Sheraton Hotels 
American Sisalkraft Masury- Young Sylvania Electric 

Comm. of Puerto Rico New York Stock Exchange Tax Research Institute 
C.1.T. Pan American World Airways United Business Service 
Eastman Kodak — Industrial Pitney -Bowes United States Envelope 
Factory Mutual Plymouth Cordage Wall Street Journal 

G-E Air Conditioning Potter Drug — Cuticura Zippo Lighters 


DICKIE-RAYMOND 


SALES PROMOTION COUNSEL + DIRECT MAIL ADVERTISING 


225 Park Ave., New York 17 MUrray Hill 6-2280 
470 Atlantic Ave., Boston 10 HAncock 6-3360 
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with their menfolk. Community get- 
togethers call for couples. How can 
solitary wives be a part of them? We 
stay home rather than feel embar- 
rassed or out of things. 

One of the most frequent difficul- 
ties voiced by travel widows of all 
ages is that they are compelled to be 
both father and mother. The worst 
of this situation is not that it is hard 
on the mother, which it is, but that 
the youngsters suffer in their emo- 
tional development as well as in other 
ways. The woman has to manage the 
family alone. She has no help with 
decisions affecting the handling of 
the children. Too feminine an in- 
fluence and atmosphere, lacking the 
counteracting masculine parental in- 
fluence, may result in a variety of 
psychological or disciplinary difficul- 
ties, particularly with the boys 


> It’s hard on children themselves 
because they lose contact with their 
fathers, who become semi-strangers, 
out of touch with their concerns and 
often too tired or preoccupied when 
they are at home to become re- 
acquainted. The demands of the 
children may even seem to be a drag 
as husband and wife, long and often 
separated, want what little time they 
may have together alone. 

“I think I could stand it better,” 
confesses the wife of an executive 
who is on his way up in the sales field, 

“I wouldn't mind if I didn’t get so 
scared that something would happen 
to him. I know ai = at travel gets 
safer constantly. Bur I can’t help it, 
every time I hear of a plane crash 
and my husband is away, I go cold. 
If he travels by automobile it’s as bad 
or worse. Unless I'm with him. Some- 
times I do go along when he takes a 
short trip and what a difference that 
aie months!” Many wives of 
traveling executives share this tear of 
accident to their mates. 

“If he comes home week ends—and 
my husband tries every way he can 
always to do that—I really don’t mind 
at all his being away on trips. Having 
the house to myself from Monday 
to Friday night, I can get a lot of 
things done that I wouldn't be able 
to get at if he were home every eve- 
ning. I have some evening _ 
gethers with old college friends and 
other girl friends, too. But if he’s 
gone week ends there isn’t anything 
to do or anything that seems worth 
doing without him, and then the lone- 
liness becomes terrible. Once or twice 
I don’t mind too much. But if it hap- 
pened often, I don’t think I could ro 
it.” 


Another wife of a top sales execu- 
tive, with long experience in being 
self-sufficient while her husband trav- 


CROWELL PRIZE PACKAGE 
CREATES NEW SALES POTENTIAL! 
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Here’s a promotional packaging idea that worked 
so well, it was given the Smart Merchandising 
Award by the Service Merchandisers of America. 


For Westclox, Crowell developed this special 
“bubble package,” enabling retailers to display a 
variety of units in one compact, self-dispensing 
rack. Naturally, sales increased because this novel 
merchandiser helped get clocks off the shelves and 


out in view. It also opened up supermarkets as a 
valuable new distribution outlet. 


You can count on Crowell not only for original 
package designs, but for ingenious merchandising 
ideas. Actually, it’s not the first time Crowell 
packages have earned awards. We like to think it 
won't be the last. For, from Crowell, the best is yet 
to come! Isn’t there some way we can serve you? 


Crowell offers complete packaging services for folding cartons . . . metal-edge dispensers .. METLSTAY Packaging. 


ALL, MICHIGAN - division of 
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els, puts it this way: “He was a sales- 
man when I married him, and before 
he even proposed, knowing how much 
in love with one another we were 
and we still are—he asked me if I 
could take it if he was away from 
home a lot. It was always going to 
be that way, he told me honestly, 
because he loved sales work. He felt 
sure he was going on to sales man- 
agement work where he'd travel even 
more. He wanted to be sure I'd give 
him moral support. | promised. I've 
kept my promise, even though it's 
been very hard at times. But he 
makes it up to me by being so won- 
derful when he gets home. 

“It may be, I sometimes think, that 
we appreciate one another even more 
because we are so much apart. Some 
of my friends whose husbands are 
always home get bored with them. | 
think they are together too much. I 
may get lonely, but I'm never bored 
with my husband. It’s so exciting 
when we're together.” 

“I think I'm losing my husband be- 
cause of travel,” Says a sad-faced wite 
of another man who had advanced 
rapidly from middle- to top-manage- 
ment sales status 
married we had similar interests, 
middle-class Soc ial position and jUMIOr 
college education. I think I was 


“You see, when we 


brighter than he was in school. Well, 
he traveled, made progress, met all 
sorts of people, saw places, broad- 
ened his views, became more sophisti- 
cated. I stayed home, keeping things 
going on not very much money, bring- 
ing up the children, mostly alone. | 
know I wasn’t able to keep step with 
him, to grow with him. 

“Sometimes I think we _ hardly 
speak the same language now. I feel 
that I am a drag on him and I don't 
know what to do. Now that I realize 
it, it seems too late. If there had 
been some way in which | could have 
shared his outside work, traveled with 
him sometimes, got some of my rough 
edges smoothed. . . .” 


> Do women “just like to gripe " as 
one marketing man a little impatiently 
puts it? Or have the girls a case? 
Most of the complaints are valid 
enough, much-traveled executives ad- 
mit without hesitation. “The wife of 
a man whe is away as much as I am 
which is roughly 50% of the time 
definitely has to be a pretty self-suf 
ficient kid,” is the way one man ex- 
presses it. “It's particularly tough on 
a woman like my wife, a young 
woman who before our marriage was 
one of the highest paid 
women in her field in New York Cit: 


busine SS 


She contacted interesting people daily, 
participated in stimulating situations 
and met challenges rewarding to the 
ego. 

“Now, this woman with graduate 
degrees, with our two-year-old and a 
six-months-old child, has to limit her 
conversation to words of two syliables 
and does not have any adult com- 
panionship or conversation at home 
at the end of the day. Sure, she com- 
plains over my frequent absences and 
I don’t much blame her for feeling 
that way. But you feel better if your 
wife sees your situation, too. I love 
her and my children. My youngest 
doesn't know me if I'm gone more 
than a week. After two or three weeks 
I'm strange to the two-year-old. The 
last time my wife began griping about 
an imminent trip I blew up, too. The 
conversation went like this 

I: “It’s all vour fault.” 

“What do you mean [really indig- 
nant] my fault!” 

“You have a nasty habit.” 

“I, a nasty habit?” 

“You like to eat.” 

“What's that got to do with it?” 

“This. In some jobs you've got to 
travel. Mine is one of them and it 
isn't going to change. If you can think 
up some way whereby I can take care 
of you and the children without going 


Improved CARD CASE 


Perfect as a gift to your customers and good 


No. 977 Card Case 


prospec ts. 


... because every man — and woman 


— can and will use it for credit cards, driver's 


license, other identification cards and photos 


.. « because the eight clear plastic wings will 


hold sixteen cards 


holds cards and booklets . 


because the pocket 
¢e-0 because the price 


is so low for so fine an article. 


PRICES 
100 
$1.15 


250 500 
1.10 1.05 


1,000 Up 
1.00 Each 


Available in black genuine morocco, tan genuine 
English pigskin or ginger genuine cowhide. 
Individually boxed. 


Your ad — if desired — stamped in genuine gold at no extra charge. 


For sample — send $1.00 (no ads or names stamped on samples) 


Illustrated — Black Genuine Morocco 
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Of the top ten markets inthe U.S., nine are cities but one is a state! Iowa, witha 
population of 2,747,300 ranks after New York, Chicago, Philadelphia, Detroit, 
Los Angeles and Boston. The unique circulation of the Des Moines Register and 
Tribune puts Iowa in the top ten — it reaches nearly 70% of the whole state! 
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on these trips, no one would be more 
delighted than I. Just show me how 
to get the monkey off my back. It’s 
no fun for me, either. We've both got 
to take the bitter with the sweet.” 

That helped—on the surface, at 
least. What helped more was when 
this executive, appreciating his wife's 
problem, talked it over with his man- 
agement superiors— some of whom 
had a similar problem at home. They 
worked out a means of fitting neces- 
sary travel into week-long schedules 
that would bring the man home for 
week ends, even if it meant a long- 
distance flight and leaving again Sun- 
day night or Monday morning. At 
worst, they programmed most trips 
to be no longer than two weeks. 


> A West Coast marketing executive 
who has always had to do a lot of 
traveling sees the basic problem, 
apart from sheer loneliness, thus: “I 
don’t like being away so much any 
more than my wife likes my absences. 
But I've had it hammered into me that 
when I am away it’s easier for me be- 
cause I am meeting challenges that 
are all-engrossing and that result in 
stimulation and ego-satisfying sense of 
reward. Her separation and aloneness 
is not mitigated by any such engross- 
ing activity and satisfaction. 


“Oddly enough, in my observation 
of countless other family situations 
like mine, the wife's loneliness or 
boredom appears to increase in direct 
proportion to the amount of leisure 
and luxury she enjoys. The younger 
wife, with small children, no maid 
and little household help, finds the 
week has gone by before she knows 
it, and the husband is back for the 
week end—if he is. (If not, it’s tough. ) 
The wife who has everything is apt 
to be the worst complainer. She is no 
longer preoccupied with striving for 
things and position, and begins to 
wonder where the real dividends are 
Participation in something meaning- 
ful, the companionship of her hus 
band, are lacking when she begins to 
need them most.” 


>There are ways of filling the void, 
but they cannot be artificially en- 
tered upon. They must grow out of 
the personalities involved. A man who 
heads the marketing department for 
defense industry sales in one of the 
nation’s largest industrial concerns has 
to be away from home often on long 
trips. “My wife will not pretend she 
doesn't get lonely. But she has an 
absorbing interest that we both share 
when I am home and that she can 
carry on alone when I'm gone.” This 


To put it all 
in a jet pod... 


DELTA is the 
JET LEADER 


to and thru the 


SOUTH 


Delta was first with DC-8 or Convair 880 Jets over 
all routes served .. . and today offers up to 3 times 


more jet service than any other airline. Only Delta 
flies all 3 U.S.-built Jetliners ... 


Convair 880 Douglas DC-8 Boeing 707 


For immediate reservations, see your Travel Agent or call 


DELTA) 


the air line with the BIG JETS 
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couple buys old, charming places 
which they fix up while living in 
them, transforming them in fabulous 
fashion. There's always a landscap- 
ing or garden-making or interior dec- 
orating job to challenge and absorb 
“She has no time to be bored and 
that is half the battle,” this éxecutive 
observes. 

A rather controversial solution is 
proposed by a man who has been 
high in promotion, publicity and mar- 
keting management in some of the 
nation’s leading companies, serving 
both in the East and the West, and 
traveling widely in all of his jobs. He 
prefaces his suggestion by saying that 
most companies fail to appreciate the 
importance of the problems raised by, 
in effect, preventing the husband and 
father from fulfilling his normal roles 
at home for a goodly portion of his 
life 

“Management does not take into 
consideration the undermining of the 
man’s morale that can take place as a 
result. There is no easy solution, pos- 
sibly no solution at all. But there are 
ways of ameliorating the situation. 
The company has created the prob- 
lem in requiring the executive to 
travel. It cannot, or should not, shirk 
responsibility for the human unhap- 
piness that may result, the debilitating 
effect on the man’s efficiency. An en- 
lightened approach carries a price 
tag. But ignoring the problem has a 
higher one.” 


> This man’s proposal, in brief, is 
what he calls “fringe travel benefits” 
for traveling executives that would 
give them (1) a certain number of 
paid three- or four-day “vacations” 
that they could spend with the fam- 
ily to compensate for frequent and 
sustained absences, and/or (2) simi- 
lar paid holidays that would include 
their wives and, even at times, their 
children. The number and duration of 
these extra vacations, he believes, 
should be determined in proportion 
to the amount of travel a man does 
and the number of days and nights 
he has spent away from his home. A 
man who spends 50% of his time 
traveling might rate four long week 
ends of travel benefits to include the 
wife 

If a company cannot be persuaded 
to see the good business and humane- 
ness of this proposal, this executive 
believes, then he should find some 
way to handle it himself. This is ex- 
actly what he has done. He sets u 
four “escape vacations” for his wife 
each year. It's expensive, but it's 
worth it, he maintains. Sometimes he 
takes her along on briefer business 
trips. 

“When I can arrange that, I can do 


In Los Angeles, the nation’s second largest food market, The Los Angeles Times carries your 


advertising into more homes every day than any radio program, than the average nighttime 


network television program —and, of course, than any other newspaper. That’s why your food 


advertising dollars belong in The Los Angeles Times. Daily, 523,626; Sunday, 913,042. 


REPREGENTEO BY CRESMER & WOODWARD + NEW YORK CHICAGO DETROIT ATLANTS 
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Spendable income for 


Michigan farm families 
hits $950,600,000 


Farmers are industry’s biggest customers . 


. . big because 


they spend from gross income . . . not from a worker’s pay- 
check, minus deductions (net income). 

As farm operations become larger and more mechanized, 
purchases increase. Since 1940, capital goods outlays have 


gone up 582 percent . . . production 


spending up 398 percent. 


Michigan farmers buy in a typical year: 
tractors — 29,885 units; fertilizer — 


634,000 tons; building materials — 
$232,110,000; drugs — $61,733,000; 
furniture and appliances — 
$91,291,000; food — 

$494,911,000; automotive — 
$411,774,000; gas and 

oil — $181,960,000. 


You reach him BEST in 
his own state farm paper 


Local editing creates a climate of con- 
fidence in MICHIGAN FARMER — merg 
ing your sales story with his shopping 
list. 

Farmers prefer MICHIGAN FARMER 
2 to 1 over any other farm magazine 
because articles are right for their 
soil and their crops. 

State farm papers provide a reader 
environment rich in interest and trust 

. an atmosphere in which your ad- 
vertising sells harder . . . is more im- 
pressive .. . more persuasive . . . more 
convincing. 

Only state farm papers support your 
ads with local editing. Want proof? 
Send for free folder. 


Michigan Farmer 


EAST LANSING, MICHIGAN 


no wrong so far as she is concerned. 
I may be away at my duties all day, 
leaving her at the hotel. She'll relax 
around the swimming pool or go 
sight-seeing. The weather may be 
foul, the accommodations or food 
poor. She never complains. knowing 
we'll be together in the evening. 

“Or perhaps she'll accompany me 
in entertaining the people I have to 
contact on the trip. Many times my 
wife has proved extremely useful in 
a business way on such trips. Even 
more important, she can live for 
months afterward on having shared 
my ‘adventure.’ By participating, she 
has learned that my trips away from 
home are damned hard work. And 
that I get mighty lonely in the eve- 
nings and week ends, too.” 

On one trip into the Arizona desert 
area this executive took his wife and 
all three children along. The condi- 
tions were far from ideal. “But they 
are all still talking about the wonder- 
ful time when they went on a busi- 
ness trip with daddy. . . . Yes, I put 
some of the costs of these trips on 
the expense account. I ‘steal’ some of 
them. Maybe it isn't altogether 
moral. But I know that I put back 
far more into my company because of 
my increased morale.” 


> Then there was the vear that the 
man took his wife to one of the 
swankest, exclusive hotels in a glamor 
ous big city for a long week end to 
celebrate their wedding anniversary. 
It cost $15 a day to leave the young- 
sters at home with a sitter. “But she 
still mentions it—calls it the nicest an- 
niversary gift I've ever given her.” 
“Is there any way,” asks a much- 
traveled sales executive, “to keep 
wives from hitting you with all the 
problems of the home and the chil- 
dren the moment you get in from a 
trip? You've been out stabbing the 
tiger for her and the young ones 
you're tired, crave a welcome, sym- 
pathy, relaxation, you're not ready for 
the problems, even though you know 
as well as anyone that you should 
have been there to have your arm 
around the boys’ shoulders or to con- 
tribute firmness in some situations. It 
takes a superhuman woman, I guess, 
to keep her mouth shut for the first 
day after her husband gets home.” 
“What we need in the business- 
men’s world is a school to send wives 
to,” says the top man in the West 
Coast sales for a large manufacturer 
of specialized consumer products 
“They need to learn more about their 
roles as helpmates of the modern 


STRAIGHT-LINE ADVERTISING available also in — 
® THE OHIO FARMER © PENNSYLVANIA FARMER 

® THE INDIANA FARMER © THE KENTUCKY FARMER 
® THE TENNESSEE FARMER & HOMEMAKER 
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This telephone man may 
hold the key to bigger 
profits for your business! 


ntl 


He’s your Bell Telephone Communications Consultant... 
trained to help you boost efficiency, cut costs and increase sales 


“That sounds like a large order.” 


It is—but he’s doing it for firms like 
yours every day. Tailoring communica- 
tions to the exact needs of a business 
is his specialty. He represents the larg 
est, most experienced communications 


corporation in the world 


“Will he tell me how to run my business?” 


No—but he'll show you how practical, 
up-to-date communications can help you 
run it more efficiently and profitably. 
He'll study your business operations, 
the layout of your premises and your 
present communications. Then he'll 
make his recommendation 


“Will he try to sell me more equipment?” 


If you need it—yes. He may end up 
merely showing you how to use the 
equipment you have to better advantage 
But Bell System research has produced 
some outstanding new equipment and 
systems, such as the Call Director tel 
phone at the right. If there’s a place 
for them in your business—if they can 
definitely improve your operations and 
your profit picture—you'll want them. 


“How can | meet with this man?” 


Just call your Bell Telephone busi- 
ness office. The Communications Con- 


sultant will visit you at your convenience. 


Sales Management 
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The new Call Director telephor e, with Bell 
System intercom, lets you add other people 
to calls on your line, set up telephone con- 
ferences, hold calls—puts as many as 29 out- 
side, extension or intercom lines at your 


fingertips. Thousands of firms already have it. 
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says Mr. Armand Choiniere, Purchasing Agent 
AMERICAN OPTICAL COMPANY 


American Optical Company wanted a very attractive looking and 

long wearing 3-ring binder for their price list. They selected the 
custom-made NBB binder shown above. For your Manual, Price List 
or Catalog we offer (1) a wide choice of colorful, virgin plastic cover 
materials as well as all conventional materials (2) a variety of decorative 
treatments: 3-dimensional applique, silk screening, embossing, 
stamping. Our representative can show you the many possibilities and 
will submit cover designs for your approval. Send coupon. 


or 
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Please send your National Binder folder to help me plan a custom-made cover 
Have your representative call 


NATIONAL BLANK Book COMPANY 
Dept. 207, Holyoke, Massachusetts 
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We're forever indoctrinating the men. 
If we could have courses for the 
wives, it might mean much-improved 
family chon 4 and morale of the man 
in the field.” 

This executive spends between 60 
and 70% of his time in the field, con- 
tacting branch offices and men in 
nine western states, including Alaska 
and Hawaii. He is the father of nine 
children. He has been able to fore- 
stall domestic problems arising from 
absence in a number of ways. 

“First,” he emphasizes, “let me 
make it plain that my a comes 
first, the company second. Everyone 
concerned understands that. There is 
no other realistic point of view. That's 
what we're working for —our wives 
and children. We don’t want to hurt 
them in the process. This being so, I 
do everything possible to enable my- 
self and our managers and men in 
sales to be home week ends. All are 
encouraged to do this. 

“Next, when I'm home I devote 
myself to my wife and children. I 
know that in my absences she has to 
be father and mother, to wrestle with 
the youngsters’ differing personalities 
She has problems keeping them in 
line without me to help. It's hardest 
with the boys. So I make it a point 
to be close to the children when I'm 
home. It doesn’t matter if I am tired; 
it's my obligation—and my relaxation, 
too, affording a complete change of 
pace. I participate in my boys’ ac- 
tivities; take movies of their activities, 
their sports, and help their teams 
with what I remember from my own 
youth. If one of my boys is playing 
freshman football, I make it a point 
to witness the game, even though it 
may mean leaving the office for a few 
hours. 


> “A happy family; my peace of 
mind, do more for the company than 
anything else in the long run. It 
means I can go out into the territory 
with the confidence that all is well. If 
the man of the family plays his part, 
the woman will do her's willingly. 
He can't leave it all to her. But she, 
too, has to accept sacrifices. Absence 
is & matter of adjustment. The gals 
have to take their share of the load, 
even if this means loneliness and all 
that goes with it.” 

Speaking generally, this executive 
feels that the loneliness will be miti- 
gated if the women concerned “take 
a good look at women’s volunteer 
work and orient themselves to service 
activities. They need to get away 
from the party attitude towards life.” 

What about sexual problems aris- 
ing from enforced separation of man 
and wife? Is either more inclined to 
stray? The women, generally, main- 


What canYOU do 


Jor your 


MARGINAL 


SALOSIVAN « « «eto takes er tne 


costs you money ...and remains a problem? 


Every sales executive has gone through the frustrating ex- 
perience of hiring a salesman with good qualifications who 
turns out to be a marginal producer. Sometimes you keep 
him on the job in the hope that he will somehow snap out 
of it. Or you fire him and hire another. Thus you com- 
pound your investment with no assurance of solving your 
problems. 

The one good answer to this problem—for you and 
for the salesman—is to provide him a way to develop his 
professional selling abilities and attitudes. 

The Dale Carnegie Sales Course can do this with men 
who have been stuffed with product and service information, 
inspired, cajoled and incentived—yet can’t sell enough to 
carry their expense. We teach a man to have confidence in 
his selling abilities, to organize his work, and be alert to 
every move of his prospect. We drill him over and over in 
ways to make more sales, with less effort, and at a higher 
profit.per sale for you. 

Get full details of our training methods and case his- 


tories of the results we are producing for 541 companies. 


Please address your inquiry to: 
THE Dacre CARNEGIE 
SALES COURSE 


SUITE 1168S, 15 WEST 46TH STREET, NEW YORK 


DALE CARNEGIE Offices in principal cities 


NEW—*“THE BIRD DOG BREAK,” an added incentive for 
your salesmen to develop selling skills. During each session, 
“time-out” is taken for all class members to exchange pros- 
pects. This provides a source of leads for your product or 


service that continues long after the Course is finished. 


Here’s what the Dale Carnegie 

Sales Course teaches your salesmen: 
8 ways to organize and prepare himself for his selling day. 
4 ways to build and keep his enthusiasm for your product 

or service. 
5 things to do before he makes a call, to make sales easier. 
6 ways to make more profitable use of his selling time. 
3 ways to find the right person to sell. 
11 ways to make the prospect listen. 

6 ways to speak a more convincing selling language. 
9 ways to get prospect to believe in the benefits he offers. 
8 principles of deep-buying motivation. 
6 ways to ask the right questions in answer to objections. 
7 ways to spot the buyer's signs of satisfaction. 


3 ways to time his close. 


© 1960, Dale Carnegie & Associates (New York), Ine. 
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tain that they have no inclination to, 
and couldn't stray if they wanted to 
because they are too tied down with 
sé their children, and because ther lives 

TESTED WAYS 10 BUILD SALES are pretty much under community 
surveillance. 

” Still, there are records of divorces 

AND CUT YOUR SALES COST stemming from a wife's feeling that 
her husband's travels were keeping 
1 Get your product into original 8 Lead dealer salesmen to her constantly lonely. “When he’s 
specifications favor your product. home he brings a brief case full of 
2 Build a cream prospect list 9 Be recommended by sales work or is tired,” is a not infrequent 
for salesmen men selling related products 
3 Save salesmen's time for 10 Funnel demand to standard 
selling. sizes and styles 
4 Close orders before compe 11 Sell related equipment with 
tition develops primary purchase 


5 Make your sales story easy 12 Make it easy for prospects . > . rviewe 
to grasp and remember. pean = So dhger  Ae truthfulness of the men interviewed 


i 7 . ; can be accepted. Although there was 
6 Reach key buying influences 13 Inspire confidence in your the case of the executive who had 
with your story. salesmen. 


girl friends in every town and had 


complaint. Another: “He probably 
had his fun on the road.” 


® This latter fear seems to be without 
foundation in most instances, if the 


7 Inject your product into more 14 Keep your product sold b ’ ' 
g ees your © Py P y fun with all of them, interesting 
buying conversations assuring proper use J 
enough, this man’s home life was ex 
All of these things can be done by a single Perrygraf ceptionally happy He spoke Ww ith 
Slide-Chart. Thousands can be put to work for the price the deepest tenderness of his wife and 
of a trade paper advertisement. Complete design and thildre He ver | »«a 
manufacture will be done for you by Perrygraf Corporation Care e never became emotion- 


SEND FOR FREE BOOKLET TODAY. ([iae=eeeeene ally involved in his extra-domestic 
wr eaase felicities. He's the world’s most ardent 

do-it-yourselfer around the house, and 
PERRYGRAF slide-chartls = his wife considers him a model hus- 

a band 

Do traveling husbands worry about 
their wives’ becoming frustrated 
enough to turn to other men? Ap- 
parently not, to judge by the answers 
to this question. This one is fairly 
typical: “It has never entered my 


“ON TARGET" SALES mind that my wife might seek a 


sexual substitute when I am away 


FORECASTING She's very candid. I'm sure I'd know 


7 : We've been married 18 years and I 
John Sm Sale anager, los - 

W ‘shin " _-% — a — am the only man she has ever known 
lyzing his District Sales forecasts for Maybe I've got her bulldozed 


1960. It was October 1959, and if Wo 
, en seem able ; : 
these reports were within 20% of Moke sure these words ore meant ot men seem able to contain them 


accuracy, 1960 would be Talos's Christmas. Give Select-A-Gift, the selves better than men. If I did feel 
greatest year famous prestige gift plon that ollows that I had any reason for concem on 
trimmed the forecast, to the recipient to select his own gift from this score—well, I'd quit my job and 
wance for his over-enthusi an extensive orray of America’s most go to work as a bricklayer, or anv- 


fie ne le presented these 
eld men. He presented these thing that would let me come home 


a \ It wanted gift items. You designote the 
forecasts > anagement Ne 
— Tor conagemen o price ($2 to $500). Recipient receives o nights "~@ 


factory hired more men, the adver 
tising department expanded plans, the hondsome greeting card tailored to the 
treasurer borrowed more money and occasion ond custom-imprinted with 


the President started talking of a your nome ond o full-color booklet 


picturing and describing his gift 
You kno what happened. People selections 


didn’t buy so many washing machines Select-A-Gift is truly the crowning 
as expected. Budgets were cut. People 


at the plant were laid off. Competi reflection of your thoughtfulness and o do € me f 
at the pl , How ompanies ree 

" a” 4 ae 
tion took this opportunity to drive good toste on every gift occasion. No about “travel widows? 


n. All in all, Talos Washing Ma prices mentioned 
ine nisse » 45% . 
chine Co. missed its forecast by 4 dee! fer Service Awerds... Sales Are they aware of this des- 
Why not key your 1961 major com Incentives (Merchandise and Travel) perate situation on 
mitments—whether on plant expendi ... Birthday Progroms . . . Gifts, te to 3 
tures, personnel, raw materials, to front? Or is it just another oc- 
our professional forecasting tech- Write today for cupationa!l hazard? Part li of 
niques? We can show you case his complete details hi icl . ‘ 
tories of “on target” forecasts. Send this article will deal with the 


for further details. company point of view—what 


the home 


uO mes P ~® corporations are doing to allevi- 
d. CARVEL LANGE, Inc. elect AGi t ate the problem of travel-split 
Subsidiary of families—what they think could 


Industrial Commodity Corporation—27th year Department 24 boiten & eat tee 
Ist Avenue, N., at 13th St. : pe 
OXford 7-1262 


Birmingham 3, Alabama 
+ 
122 East 42nd Street, New York, N. Y. Telephone FA 3-6351 
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Design your 


displays for impact 


let your 
not to be packed! imagination go! 


When you've planned ahead of time 

to ship displays via North American 
Van Lines, you end design limitations. 
Large sections or, in most instances, 
entire displays are loaded in a van at 
one time. Your sales literature and 
your products travel with the display— 
making sure there are no “holes” 

when you get to the show. At the 
show’s end, you put on your hat and 
leave. North American takes care of 
the necessary details, and moves your 
display back to your plant or on to 

the next show. Ask your traffic 
manager, your local North American 
agent or write our World Headquarters 


in Fort Wayne for complete details. 


NOARTH AMERICAN VAN LINES (| naar anenican van umes 


WOARLO WIDE MOVERS —— 


WORLD WIDE MOVERS 
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BASIC TEST FOR MEDIA SELECTION 


Ask anyone, 


anyone 

you re trying 

to sell in the 
aerospace market, 
what publication 
he reads and 
respects most. 


A powerful ed itorial force is a powerful selling force. 


Aviation Week 


od Space Technology 


ABC PAID CIRCULATION 78,983 


Blockhouse—Martin-Denver 


there’s 
no . 
power > 
like , 


EWS power 


..-to spark the idea to BUY! 


Here’s food for thought! In the Buffalo area, 71% of the suburban housewives and 68% in the city 


zone read newspapers before food shopping. 


And of these 90% read the BUFFALO EVENING NEWS! 36% read the morning paper. The 
dominance of the NEWS and its impact on buying habits adds up to NEWSpower . . . the 
ability of one newspaper to spark the idea to buy and motivate shopping on specific days in 
specific types of food stores. 


The influence of the NEWS in all major categories of family shopping is graphically shown 
in the recent market study conducted by Carl J. Nelson Research. Over a dozen major classifica- 
tions of consumer goods were thoroughly researched. In every one the NEWS sparked the 
buying activity. 


We will be happy to send you the 24-page brochure 
outlining this study. Every manufacturer and producer 


of consumer goods anxious to put a fire under his sales 
> effort and promotion of the fast growing Buftalo market 


can profit from reading it ... and using NEWSpower 


r 
; 
, 
5 
; 


BUFFALO EVENING News 


to spark the flame. Send for your copy today. 


BUFFALO EVENING NEWS 


One of America’s Great Newspapers 218 MAIN STREET © BUFFALO 2, N. Y. 


Represented nationally by 


KELLY-SMITH CO. 


760 Third Avenue, New York 17, N. Y., YU 6-4433 
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Mc Kessons 


McKesson Stresses Family Identity 
To Get More Bang for a Buck 


Adding new products to its line of proprietary drugs regularly, 
McKesson Laboratories has decided that a strong family identity 
is needed. A new logo with a simple “McKesson” will appear on 


all new packages and labels, in a move for greater retail impact. 


McKesson & Robbins, the 127-vear 
old maker of over-the-counter pro- 
prietary drugs, health and beauty aids, 
has joined the long and growing list 
of manufacturers of multiple prod 
ucts and multiple brands that have 
decided the time has come to gather 
their chicks under the family wings 

Formerly, the line of more than 
200 “wets and drys” marketed by 
McKesson Laboratories have appeared 
under a variety of logos, some with 
the name McKesson & Robbins as 
well as McKesson Laboratories, some 
with just McKesson, and other ver- 
sions In a plan now under way to 
strengthen the product-line identity 
of McKesson Laboratories, all pr d 
ucts in the line will be identified by 
redesigned, simplified containers and 
packages with a standard logo and 
a standard brand name. This marks 
the first change in the McKesson 
symbol in 24 vears 

The McKesson & Robbins corpo- 
rate name will not be changed, but 
Robbins will no longer appear on 
anv McKesson Laboratories products 

As is too often the case, labels, 


McKESSON, McKESSON, McKESSON, 
that’s the name that McKesson Labora- 
tories wants connected with its drugs. 


HIRING SALESMEN? 


Write for a free sample of our 
specialized application blank 


In evaluating applicants for sales jobs, your company 
needs detailed information of the education, background, 
sales experience and individual characteristics of each 
prospective employee. 


To fill this need, SALES MANAGEMENT has prepared 
specialized ‘application for employment" blanks devel- 
oped from a consensus among experts on hiring salesmen. 
These detailed four-page forms will give you all the basic 
information you need on each applicant. They have been 
approved by legal experts as conforming to the New 
York state anti-discrimination law, regarded as the 
strictest of any state in the nation. 


A free sample of this “application for employment” 
blank will be provided, with a price list, on request. 
Write— 


SALES MANAGEMENT 


630 Third Ave. New York 17, N. Y. 


LS FCS SY N070R Co. 


“BETTER BY FAR 
THAN Awl orHia Can” 


“The new Dash ‘Swoop’ will fill the gap between the Dash ‘Pacer,’ which is the 
deluxe version of our medium compact Dash ‘Drone,’ and the Dash ‘Flite,’ our 
smaller version of the middle-sized Dash Verve—” 
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packages and signs, as well as many 
different brand names have accumu- 
lated at McKesson without too much 
plan as to marketing goals of the 
products and over-all marketing strat- 
egy of the corporation. And like many 
other companies, McKesson is now 
marketing minded, and mindful of the 
increasing advertising and other com- 
munication costs involved in building 
brand acceptance. The answer for 
many firms fies in the strong product- 
line identity or corporate identity 
which is sometimes called corporate 
“umbrella.” 

Since McKesson products are 
marketed largely through drugstores, 
where the impact of self-service and 
mass display techniques is spreading 
rapidly, the need for strong product- 
line identity or corporate identity 
labeling and other visual materials 
has been evident. 


> The new design program now 
under way at McKesson (with the aid 
of designers Lippincott & Margulies) 
will serve to unify packaging for the 
entire line of proprietaries, health and 
beauty aids, and a long line of brand 
names such as Bexel, Ora, Albolene, 
and Calox. The redesigned line will 
impress shoppers more easily from the 
retail shelf, and it will work in ad- 
vertising and promotion to help cre- 
ate a new brand image for McKesson 

The new McKesson Laboratories 
logo will be a simplified symbol (a 
McK in an oval), and the single word 
McKesson will appear with it on all 
packages and labels. Identifying colors 
of ochre, black and white will be 
used. The entire redesign job will be 
a gradual one. As new products are 
added to the line they will appear in 
the new packages and have the new 
labels. Eventually, over a period of 
years, all McKesson Laboratories will 
bear the family resemblance in logo 
and brand. 

The inherent advertising advant- 
ages in a family resemblance image 
are already being realized. Nine full. 
color page ads are now appearing in 
Life magazine. These supplement ad- 
vertising for individual trade-marked 
products in other national publica- 
tions, the drug trade press and news- 
papers, as well as TV and radio spot 
advertising in a number of key 
markets. ' 

Signs and other visual media will 
also emphasize the family identity of 
McKesson products as will the prod- 
uct packages. Such Partie stent 
ment of McKesson identity will greatly 
aid in the introduction of new prod- 
ucts by the “Laboratories” division. 
Eleven of these new items will ap- 
pear on the retail drug market this 
year. @ 


HOW 
WIN 


FRIENDS 


BY THE MILLIONS 


Your advertising can successfully 
win friends and influence sales for 
your product when you pre-sell the 
more than 5% million heavy spend- 
ing FIRST 3 MARKETS GROUP 
reader families with a convincing 
sales campaign in their most popu- 
lar weekly reading habit. 

By concentrating a sizeable part 
of your advertising effort on the 


THE GROUP WITH THE S 


FIRST 3 markets of New: York, 
Chicago and Philadelphia — which 
account for about % of Drug sales, 
% of Food sales, % of Furniture, 
Furnishings and Appliance sales, 
and \% of total U. S. Apparel sales 
— the millions of friends you win 
can be your key to sales leadership. 

In these compact, most profitable 
markets where the family coverage 


NDAY PUNCH 


ROTOGRAVURE « 


Haw Youn 17.8.1. News Beilding, 270 Cart 20d Street, MUrray Hl 4994 + Crncaco 1), 


of General Magazines, Syndicated 
Sunday Supplements, Radio and TV 
thins out, there is no substitute for 
FIRST 3 MARKETS’ dominant 55% 
COVERAGE of all families. 

To make your advertising sell 
more where more is sold... it’s 
FIRST 3 FIRST! 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


Sales Management 


Tibene Tower, SUperior 7.0043 + Sam FRamcrsco 4, Calif, 155 Montgomery Street, GAriield 1.7946 + Los AmGELES S, Calif. 3480 Wilshire Beoleverd, Uokirt 5.3557 
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INSIDE SOLID CINCINNATI: 


oo Bee 
oh eae NS 


bi 


"So you were listening when Harold said we Cincinnati Enquirer families 


have $600 a year more to spend than the average Cincinnati family.” 


seeeeeeees SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


at Daily Enquirer families make more, need more, spend more. You're in 
Ss solid with them when you advertise in their newspaper . . . the Cincinnati 
Daily Enquirer. For more facts on the market-that-matters in Cincinnati, 
write the Cincinnati Enquirer for the latest Top Ten Brands survey. 


Represented by Moloney, Regan & Schmitt, Inc. 
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This Bank Markets Its Business 


Using such traditional marketing tools as advertising, sales 
training, market research—and a 26,000-strong employee sales 


force—Bank of America sells its services like any commodity. 


“If business is worth having, it’s 
worth going after,” was an oft-re 
peated saying of A. P. Giannini who, 
in 1904, founded in San Francisco 
the tiny Bank of Italy that, as Bank of 
America, has grown to be one of the 
world’s great financial institutions 
There are a number of reasons for its 
extraordinary growth from a modest 
service to Giannini’s fellow Americans 
of Italian heritage, to 700 thriving 
branches in California and imposing 
world-wide facilities. But not the least 
important reason and one that made 
it possible to take full advantage of 
all the other latent opportunities and 
advantages offered by the growth of 
California and the U.S. economy 
was this simple fact: Giannini believed 
that banking services should be sold. 
Such thinking, in his day, was 
revolutionary 

“He held to that belief throughout 
his career,” remarks Lawrence D 
Pritchard, vice president, “and today, 
in making our 26,000 emplovees 
salesmen of the bank's 59 services, we 
are merely putting his belief and life- 
tume practice into an organized pat- 
tern that the size of our operation 
now makes necessary.” 


® Analysis of Bank of America’s at- 
titude to selling reveals the interesting 
fact that its approach differs in no 
way from the sales practices of any 
other business with commodities it 
must convince people to buy. Its man 
agement utilizes every tool, device and 
technique employed by business and 
industry in general to make and keep 
customers, and to project a friendly 
image to the community at large 
The program includes a corps of 
specialists who make direct calls; 
sales training of some 4,000 officers 
to make regional and local sales con 
tacts, and, in turn, to train and stimu- 
late all their personnel to seize every 
opportunity of building the bank's 
business in contacts with customers 
and prospects. The program employs 
sales meetings and traditional train 
ing tools and selling aids. It leans 


Based on an interview with 
Lawrence D. Pritchard 
Vice President 
Bank of America, N.T. & S.A. 


OPERATION WHY—A series of staff meetings like the one being held here on auto 
loans is conducted at all Bank of America branches. Branch or department head 
leads the sales meeting with the aid of posters, sales manuals and pamphlets. 


heavily on market research and has a 
decidedly active marketing committee 
A multi-million-dollar advertising pro- 
gram is closely integrated with the 
selling effort 

To help guide its giant “sales force,” 
the bank has ten vice presidents and 
23 assistant vice presidents heading 
its business development department 
Some members of the department 
confine their time to such fields as 
marketing, urban renewal, small busi- 
ness counseling and other areas. Most 
steer the sales activities of branches 
in an assigned area. They imbue 
branches with the desire to increase 
business by seeking out customer and 
prospect needs. They keep tabs on 
the prospect of newly established 
business or industrial relocations. They 
provide up-to-date information on 
population growth, economic trends, 
and market research. 


Sales Management 


These officers are assisted in their 
task by the public relations and pub- 
licity departments, each of which has 
a corps of specialists in school rela- 
tions, press relations and community 
relations. Others operating in con- 
junction with the business develop- 
ment staff to broaden the scope and 
volume of the bank’s business include 
members of corporate investment, 
corporation and bank relations, cus- 
tomers services research, smal] busi- 
ness advisory service, area develop- 
ment, industrial development, new 
business, Government relations, inter- 
national business development, and 
international relations. 

“We consider,” Pritchard explains, 
“that we have two jobs to do. One 
calls for the job of the specialist who 
makes direct calls and does nothing 
else. The other is to train and stimu- 
late branch executives and their per- 
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INCOMPARABLE 
CONVENTION 
AND SHOW CENTERS 
IN THE SOUTH 


Centra! Locations 

Flexible meeting space 

Heavy duty facilities 

Visual and acoustical devices 
Excellent banquet facilities 
Guest rooms — modern decor. TV 
Hotels 100% air-conditioned 
Ample garage facilities 

Superb restaurants 


tt 


DINKLER PLAZA 
ATLANTA, GA. 
Meetings * 25 to 2000 
Banquets « to 1500 
Guest Rooms + 600 


DINKLER —TUTWILER 
BIRMINGHAM, _—. 

Meeti * 25 to 1 

Banquets + to 1300 
Guest Rooms + 450 


DINKLER— JEFFERSON DAVIS 
MONTGOMERY, ALA. 
Meetings + 15 to 350 
Banquets «+ to 275 
Guest Rooms + 250 


DINKLER—ANDREW JACKSON 
NASHVILLE, TENN. 
Meetings «+ 40 to 400 
Banquets « to 350 
Guest Rooms « 400 


WRITE SALES MANAGER 
AT THE HOTEL OF YOUR CHOICE 
FOR COMPLETE CONVENTION BROCHURE. 


Carling Dinkler 
President 
Carling Dinkler Jr. 
Exec. V. P. 


DINKLER 
HOTELS 


FOR INFORMATION 
OR RESERVATIONS 
NEW YORK: MUrray Hill 8-0123 
WASHINGTON: EXecutive 3-6481 
CHICAGO: MOhawk 4-5100 

DETROIT: WOodward 2-2700 
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sonnel to a good sales effort — and, in 
terms of dollars and cents return, this 
might well be considered the more im- 
portant of the two.’ 

To consider first the job of Bank 
of America’s more than 50 special- 
ists who cover its entire territory: 
Their function is to call on good cus- 
tomers and prospects and introduce 
them to, or explain to them, the 
services suited to their needs—banking, 
trust, international, or whatever. A 
depository relationship usually is in- 
hel and these men carry in their 
portfolios selling aids on the bank's 
58 other services. If a customer is 
using only one or a few, the specialist 
may be able to show him how it will 
be to his advantage or profit to —_ 
others. The specialists call primarily 
on the banks big customers—most 
often those at the corporate level. 

These specialists are not called 
salesmen—they are bankers who have 
selling ability and sales training. They 
were chosen for the ability to win 
others and then given intensive train- 
ing to fit them to communicate, on 
high levels of finance, with a com- 
pany treasurer or similar key person 
in a corporation on matters of bank- 
ing. Their status is usually that of 
vice president or assistant vice 
president. 


> But the specialists, Pritchard points 
out, can only begin to cover the 
bank's selling opportunities. “We need 


our whole organization to do the job 
that we set ourselves—or that our 
founder, Giannini, set for the organ- 
ization when he established its polli- 
cies of community service, bringing 
banking to the little fellow as well as 
to the big, making all the advantages 


and facilities of banking available to 
the people, and doing all this in terms 
of human values.” 

To implement this policy, manage- 
ment sakes its entire personnel sales- 
minded, all the way down from the 
bank manager to its lowest-echelon 
employee. Every man and woman, in 
any contact position in the bank, is 
taught to recognize sales possibilities 
and follow through on them. 

For example, a teller observes that 
a depositor is drawing out money 
which he or she volunteers is for a 
vacation. Here is an opportunity to 
sell travelers’ checks and the trained 
teller does not fail to make such 
suggestion. Or, a customer is mt 
chasing savings bonds. The employee 
asks: “Do you have a safe , watson 
box?” Again, a man who has a per- 
sonal loan from the bank comes in to 
make his final payment. This pre- 
sents an opportunity to the a 
clerk, who suggests: “Why not open 
a savings account now, and make 
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regular payments to yourself?” 

Management does not consider its 
employees’ = job ended when 
they leave the bank. Each one is 
trained to be alert to opportunities 
in their personal lives, in contacts 
with friends, relatives, social relation- 
ships—all in a friendly, low-pressure 
way, of course. And that’s where the 
training comes in. 

The bank has a team of people who 
do nothing but visit the 700 branches 
to stimulate branch activity in the 
field of selling. Their task is to train 
the organization’s 4,000 officers and 
to see that the bank manager and al] 
of its officers are making regular calls 
on their customers and prospects 
They are urged to make a given 
number of direct calls each week, and 
channels are provided for reporting 
and recording the calls and their re- 
sults just as in any sales organization 


PA wide variety of mass approach 
techniques are used, headed, “Opera- 
tion Why” and “Operation How.” 
series of staff meetings to be held by 
branch managers is outlined, and con- 
ference-leader guides provided to 
help make these meetings as interest- 
ing and effective as possible. Utilized 
in training are posters, pamphlets for 
employees to take home and study, 
and regular bulletins directed to the 
managers to remind them of their re- 
sponsibiliy in building the bank's 
business. The employees’ orientation 
to sales begins with the first manual 
given to them, and interest in the 
subject is maintained continuously 
thereafter. Even the organization's 
rules book contains a section on ways 
officers and personnel can build busi- 
ness for the am every day. Like the 
manual, it stresses the basics of serv 
ice, courtesy and good human rela- 
tions in business development. 

The bank provides special incen- 
tives for getting new business. Among 
these are deposit building contests, 
an annual Christmas Club campaign, 
and a share-the-profit employee com- 
pensation program. Working hard 
and selling hard for added personal 
income is a fundamental part of the 
program. 

Results? “The obvious measure is 
our growth,” Pritchard replies. “It 
has been and continues to be a steady 
and natural growth, not one due to 
acquisitions but precisely the outcome 
of these selling efforts of all of our 
people all the time. The humblest 
junior employee is as important to 
us in this respect, niielx as one 
of our 50 specialists. The difference 
is between contacting a corporation 
treasurer, or Susie’s aunt, or the mer- 
chant down the street. But the prin- 
ciple of selling is the same.” 


The postmarks are actual reproductions 


COVERAGE 


Mass media circulation is great in the teeming metropolitan centers . . . but it thins out badly in hard- 
to-reach small towns. 


There is an answer. Grit. With its concentration in 16,000 small towns across the nation, Grit helps 
correct the big-city bias of the mass media and provide the balanced national coverage so essential 
to total marketing success. 


There's more to the Grit story. Low cost. Short closing dates. Tremendous reader response. Why not 
let us bring the full facts to your desk. 


WHIZ 
3ereevtarx E 
eer ers Merete eras Set ary ot 
Fate Ame RC AS OREA TEST PRES NEW cee Ate 


Grit Publishing Co., Williamsport, Pa. 


Represented by Scolaro, Meeker & Scott, Inc., in New York, Chicago, Detroit, Philadelphia; and by Doyle & Hawley in Los Angeles and San Francisco 
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Decline of the Political Image 
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There's a lesson for marketers in the shoddy job the two politi- 
cal parties are doing in promoting their images and those of 


their Presidential candidates. For an expert opinion, SM went 


to Image Research, Inc., an affiliate of Lippincott & Margulies, 
New York industrial design firm, and received this analysis. 


What would you think of a corpo- 
ration that spent millions of dollars 
m the promotion of a unique and 
memorable trade-mark; reproduced it 
in every available media; slapped it 
on posters, signs, leaflets, and pack- 
iges; animated it; caricatured it; cre- 
ated legends around it; turned it into 
1 household symbol across the coun 
try—and then, at the crucial moment, 
the point-of-purchase, abandoned the 
time-honored mark, substituting for 
it a undistinguished, 
and unfamiliar symbol, never hereto- 
fore associated with the product? 

Improbable as it seems, this is an 
accurate description of the “image 
program” of two national organiza- 
tions, the Republican and Democratic 
parties. The trade-marks in question, 
are the donkey and the elephant. The 
unfamiliar symbols, employed at the 
“point-of-purchase” are the star and 
eagle, used to flag the voters’ atten- 
tion, on the voting machine 

And that isn’t all. Can you think of 
a song, a slogan or a symbol that you 
associate with the two candidates? 
In a recent, only slightly tongue-in- 
cheek research assignment, we under- 
took for our own the subject of the 
two candidates’ images 


meaningless, 


There were 
few who could select or even identify 
any symbol, beyond the donkey and 
the elephant, associated with either 
candidate. Only one person (a Demo- 
cratic party worker) knew that “Walk- 
ing Down to Washington” was the 
Democratic campaign song, and no 
one, but no one, could hum even a 
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snatch of the Republic an pop 
Republic an.” 

So much for symbols. How about 
the impact of the 100 million cam 
paign buttons that will be manu 
factured before this election is over 
and the nearly 300,000 tons of posters 
leaflets, signs and stickers which will 
be distributed, cajoling, exhorting the 
voter to cast his vote a certain wav? 
Presumably, all of these have a pur 
pose: to imprint on the public mind 
an image of the candidate and the 
party he represents, unmistakable, 
unique and memorable. 


> But do thev? We found not. It's 
quite impossible, in fact, to dis- 
tinguish a Nixon button from a Ken- 
nedy one, until you're close enough 
to see the whites of their eves. There 
never was much to be said for all 
this campaign paraphernalia, but this 
year it seems to be drearier than ever 
—the slogans more wishy-washy, the 
graphics more ordinary. Incidentally, 
it’s all created, designed and produced 
with lordly impartiality by the same 
manufacturers. Macy’s and Gimbeis 
know better than this 

Yet this is the year when the Image 
is supposed to be taking over from 
the Issue in determining the election 
results. In fact the word “Image” is 
on practically every editorial writer's 
lips, from The New York Times on 
down. Many commentators profess to 
see the heavy hand of Madison Ave- 
nue at work in 1960, the theory being 
that the experts have applied their 


October 21, 1960 


successful techniques in fashioning 
corporate and brand images to the 
political realm and are attempting to 
sell candidates as if they were 
products 

doubt it. Surely the 
wags who thought up Mr. Clean and 
Miss Emily, not to mention Bert and 
Harry, could come up with brand 
names or trade characters better than 
Jack and Dick. We don't think they 
were asked. Even the much-maligned, 
“Tastes good like a cigarette should” 
stands up well, bad grammar and all, 
in comparison to such deadly, how- 
ever grammatical, slogans as “Experi- 
ence Counts,” and “Leadership in the 
Sixties.” 

In the old davs when Madison 
Avenue was only a street east of 
Fifth, things were spunkier. Take the 
matter of symbols, for instance. Is 
there anvone over 35 vears old who 


Frankly, we 


doesn’t know who was represented by 
an impudently tipped cigarette holder 
and a pair of pince-nez? The cocked 
derby or the sunflower? 

Remember when the mere mention 
of the “Barefoot Bov from Wall 
Street” could draw blood; when the 
three initials, FDR, could 
voters to apo slectic fervor? 

Can ides compete with Fala 
in public recognition? 

The pulse-takers weren't around 
when William Jennings Bryan _re- 
fused to be crucified on a cross of 
gold, and the torchlight paraders 
shouted for Tippecanoe and Tyler, 

(continued on page 136) 


rouse 


CHECK AND PASS ALONG 


Reaches More Key Men in 
More Plants than any other 
product news publication 


iser and 


o Copies (eovernimemics not included)® 
Now over 80,00 
in over 46,000 industrial plants 


<4 5, 


in N.E.D. reaches the key men who 
40,000 -—— 


20,000 -——— 


*tota! distribution over 86,000 copies 


A | PENTON Publication, Penton Building, Cleveland 13, Ohio 


Gives an up-to-date measure of industry's 
most active buying group what types 
of publications they read and why... the 
kinds of information that interest them 

how they like it presented. Latest 
data on N.E.D. coverage of markets and 
key men, proof of readership and a record 
of advertising results are also presented 
in “A New Yardstick for Evaluating Selec 
tive Industrial Publications.” Send for this 


useful information Industry's Leading Product News Publication 
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LOOKING 
FOR 
SALES 


MANAGERIAL 


TALENT? 


If you have a top-drawer 
sales executive job to offer, 
and wish to concentrate on 
top-drawer prospects, 

use display space in 

Sales Management 


magazine. 


Space this size would 
cost $587. 


For rates on space in 
other units, write: 


Randy Brown, 

Executive Vice-President 
Sales Management 

630 Third Ave., 

New York 17, N. Y. 


Sales Management October 21, 1960 


Too, but we bet those phrases swung 
a lot of votes, for it was as true then, 
as it is today: images are made of 
such concrete stuff. 

It’s one of the paradoxes of our 
times that the imagery of politics has 
undergone such a decline. For this 
is the era of mass communications, a 
period when the symbol is universally 
recognized as having at least as much 
influence over men’s minds as the 
word. Corporations spend upwards of 
a billion dollars on creating trade- 
marks, packages, brand marks, oe a 
and visual identities for themselves; 
public personages desperately seek 
a “personality tag.” Yet in the political 
wt , neither candidate has an image, 
and—despite all the talk—each one 
seems to be studiously trying to erase 
even the fragments of an image he 
might possess 

Lincoln’s craggy face has be- 
come a monument in American his- 
tory, a symbol of America itself. 
FDR's aristocratic features and lively 
expression could import a sense of 
vigorous confidence in times of de- 
pression and war. Almost everyone 
agrees that Ike's homely visage 
seemed more familiar and reassuring 
to voters than Stevenson's chilly, in- 
tellectual appearance. And how about 
the deadly accuracy of the comparison 
of Dewey's stilted look with the Man 
on the Wedding Cake? 


> As designers, we itch to tell Sena- 
tor Kennedy that he has a good thing 
in his unruly haircut; it fits a pros- 
pective image of youthful earnestness 
and aggressiveness. Nixon possesses an 
equally good image potential in his 
shaggy eyebrows; they help to con- 
firm the impression of wiley of 
mind and depth of experience he 
wants to convey 

So what happens? And on tele- 
vision of all places, the arena where 
the image can be projected with the 
most power? As Harriet Van Horne 
recently commented in reviewing the 
first of the Nixon-Kennedy debates: 
“For the first time Mr. Nixon looked 
made up. Obviously somebody had 
de-fluffed his brows. . And Senator 
Kennedy's hair no longer falls in his 
eyes like Li'l Abner’s ” The re- 
sult was, of course, to create the very 
impression that both candidates are 
fighting against: too much similarity 
between them, too little individuality 
for either of them. 

Being marketing and not political 
analysts, we cannot venture any analy- 
sis of the reasons for the decline of 
the political image. But in this de- 
cline is a lesson for marketing men: 
Build your company image, sell it, 
capitalize on it, don’t blur it — and 
never forget it. (continued on p. 138) 


Could Just a Map REVOLUTIONIZE 
Your Whole Sales Planning Program ? 


L\ \ \\ 
aaane 


»)) 


IT MOST CERTAINLY COULD—if it is 
the new Sanborn Buying Power Map! 

That's the indication we have received— 
from scores of diversified business and in- 
dustrial firms and other organizations— 
since introduction in the last few months 
of this new type of map pin-pointing neigh- 
borhood relative buying power within met- 
ropolitan areas. 

It is not one map, let us hasten to add. It 
is a detailed, five-color map in one or more 
units for each metropolitan area—far more 
specific than anything heretofore available 
except on special assignment at the cost of 
thousands of dollars. At this stage (because 
it is so new and up-to-date), Sanborn Buy- 


SANBORN MAP COMPANY, INC. 


oS al 


ing Power Maps are completed for only 20 
metropolitan areas. But maps of 30 other 
cities will be available within the next six 
months! 

Produced in cooperation with Sales Man- 
agement, Inc. and its affiliate, Market Sta- 
tistics, Inc., the announcement details ap- 
peared on pages 455-62 in the July Survey 
of Buying Power issue. 


If you missed it, write our “Department 
SS” at the address below for sample map 
and full details (no obligation, of course). 


But we warn you— it could cause 
drastic changes in your own sales 
planning program, too! 


629 Fifth Ave. Pelham, N. Y. 


2 
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Decline of the Political Image (ontinved) 


U. S. Presidential Candidates: 
Image Audits 


One way to determine quickly the 
ettectiveness of a corporate o1 product 
audit of it 
Such audits generally list the key ele 
ments of the image, such as the svm 
trade-mark, the 
and the brand name, and analvze them 
both separately and together to arrive 


image is to prepare an 


bol and or slogan 


at a final rating of the over-all image 

Using the same methods, Image Re- 
search, Inc., has prepared an Image- 
Audit of some of the more memorable 
political candidates, past and present 
The results bear out the contention 
that Candidate Imagery is on the de- 
cline in the sixties. 


Chances are... 
there's something 

in YOUR HOME that 
was made in 

REMARKABLE 


ROCKFORD 


150 industries in 
Rockford make more than 
300 different products. This 
is more industry than in 
many cities much larger 
than Rockford, and more 
than any other city in Illi- 
nois, except Chicago. Diver- 
sification makes Rockford a 
stable city with sound, con- 
stant growth helps 
explain why Rockford is 
Illinois’ NO. 1 city (outside 
Chicago) in 


Over 


retail sales, 
population, homes, numbey 
of industries, payrolls, and 
most other categories. Sell 
the “ready-to-buy” people 
in this tremendous market 
through the columns of the 
Rockford newspapers. 


3 
FIRST ' 
in ILLINOIS 


Finest FULL COLOR 
Facilities 


ROCKFORD 
MORNING STAR € 
Register-Republic 
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CANDIDATE TRADE-MARK 


Brown Derby “Ar 


BRAND NAME SLOGAN 


Alfred E The Sidewalks 


of New York 


Smith 


RATING: EXCELLENT. This product possesses a cohesive, strong image 


high in consistency, uniqueness memorabilitvy and 


appeal This appeal, however, we must warn is 
purely regional and if promoted outside the general 
metropolitan area will not stand up against com 


petition 


CANDIDATE 
Alfred I andon 


TRADE-MARK BRAND NAME 
Sunflow eT ie Alf” 


SLOGAN 


No single slogan 
in use 
RATING: GOOD. rhe absence of a meaningful slogan greatly weakens 
this otherwise excellent image. The brand name, 


Alf is both 
suited to this native Kansas product 


catchy and memorable—eminentls 
The sunflower 
is one of the best marks ever devised—unique, as- 
sociated with American West, capable of being 
reproduced in all kinds of media. No doubt it ac- 
counted for the unusual success of this product 
in Maine and Vermont. Viewed against competition 
however, the Landon image lacks mass sales appeal 
Suited primarily to a restricted class market, charac- 


terized by a nostalgia for the past 


CANDIDATE 


Franklin Roosevelt 


TRADE-MARK BRAND NAME SLOGAN 


Pince-nez “FDR” Share the Wealth 
Cigarette holder 

“Magi voice 
RATING: EXCELLENT. The formation of the image for this product has 
obviously received great thought and is notable for 
its daring and originality. The use of several marks, 
for instance, is usually considered to be unwise, but 
in this case, the multiplicity of symbols appears 
advantageous; they reinforce each other and usually 
appear together. All of the elements combine to 
create an impression of product leadership, an all- 


important key to success in this industry. Note the 
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The October 10 issue of LIFE marked the first time in publishing 
history that a single issue of any magazine has carried more 
than $5,000,000 worth of advertising. 

This record one-issue investment demonstrates LIFE’s leader- 
ship. It follows closely upon another significant LIFE achievement: 
during the first eight months of 1960 advertisers invested $87.2 


million in LIFE—$18.6 million more than in the Post—$51.5 mil- 
lion more than in Look. 


LIFE works for advertisers, and works fast when they need 
results fast. In the October 10 issue alone, six advertisers* used 
LIFE’s unique “‘fast-close’”’—just 7 days from plate to printed page 
—a service offered only by LIFE among general magazines. 

The month of October will see more “fast-close” ads in LIFE 
than any previous month on record. LIFE works —so campaign 
in LIFE and your product will get the votes. 


ADVERTISED IN 


* Calvert Reserve Co.; Fairchild Camera and Instrument 
Corporation; Ford Motor Co.; Foundation for Commer- 
cial Banks; Socony Mobil Co.; Wen Products. 


Sources: Publisher's Estimate; P.1.B. 
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INCENTIVE 
AW, 


ra) 


Our Name in the luxury men's clothing 
field has been at the top of the list for 
3 generations. Increasing calls to pro- 
vide PURE CASHMERE SPORTS COATS 7S 
sales incentive awards, have brought 
about this new department. Carey 
coats are now used “annually” by 
many “blue chip” companies. No 
matter how large or how small 

we can fit into your operation 

Write us today for details 
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Decline of the Political Image (continued) 


CANDIDATE 
Franklin Roosevelt 


(continued) 


CANDIDATE 


Dwight Eisenhower A winning smile 


RATING: EXCELLENT. 


CANDIDATE 


Adlai Stevenson 


RATING: FAIR. 


CANDIDATE 


Richard Nixon 


RATING: POOR. 


CANDIDATE 


John F. Kennedy 


RATING: POOR. 
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TRADE-MARK 


TRADE-MARK 


Hole in shoe 


TRADE-MARK 


None 


TRADE-MARK 


None 


combination of aristocracy and democracy implied 
by the brand name, and the marks. When combined 
with the slogan (which is bound to appeal to all 
but a limited section of the class market), they 
project an image of great forcefulness. This product 
can probably enjoy a longer market life than is 
usual for the industry. 


BRAND NAME 
“Ike” 


SLOGAN 
I Like Ike 


Prime element of this image is its cohesiveness and 
simplicity. A single impression—homely integrity— 
is created by each of the elements. Perfectionists 
may criticize it for its generalized approach and 
lack of complexity. Viewed in the over-all market 
conditions, however, this would appear to be an 
asset, projecting as it does, an image of reassurance 
and security. This is particularly important when 
it is viewed against the devious and confused image 
presented by its chief competitor. 


BRAND NAME 
“Adlai” 


SLOGAN 
Madly for Adlai 


This image lacks consistency; the various elements 
contradict each other; hence no over-all forceful 
impression is communicated. The mark, while high 
in memorability, is inappropriate since it connotes 
humble origins, inconsistent with this quality prod- 
uct. The brand name is excellent, but its effective- 
ness is diluted by the slogan, which suggests frivol- 
ity and would be more suited to, say, a popular 
singer, than a serious scholar. 


BRAND NAME 
“Dick” 


SLOGAN 


Experience Counts 


This image has obviously received little or no 
attention. The brand name lacks individuality and 
is too similar to that of competition. The slogan 
is too generalized and will not stimulate spontane- 
ous consumer loyalty. The absence of a trade-mark 
is deplorable. Fortunately competition is similarly 
weak in image-promotion. 


BRAND NAME 
“Jack” 


SLOGAN 


Leadership in 
the 60's 


This image is virtually indistinguishable from its 
competition’s. The brand name is ordinary and 
when coupled with the lack of any trade-mark, has 
little effect on the market. The slogan is too intel- 
lectual, difficult to popularize. Sales outcome im- 
possible to predict due to general weakness of 


imagery-promotion in this entire industry. ® 


-S- 


AT YOUR SERVICE 


A classified list of professional firms which serve sales and marketing executives 


Sales Development Service 


Research Agencies 


Other Services 


HERE’S NEW BUSINESS 
FOR YOU FROM 
SURVEYS FOR BUSINESS 


Surveys For Business pro- 
vides you with a continuous 
flow of SALES LEADS on 
prospects for your products or 
service! 

1. Business firms moving into offices, 
factories and stores. 

2. New Business Formation Lists. 

3. People movieg inte aportments 
end private homes. 

We will tailor-make our 
service to meet your individual 
needs whether you are an or- 
ganization serving a large area 
or a smaller firm serving a local 
neighborhood. This sales-cre- 
ating information report serv- 
ice now available for the New 
York, New Jersey and Con- 
necticut areas. 


For information call or write 
Mr. ®. M. Gordon 


SURVEYS FOR BUSINESS 


444 Port Ave. South, N. Y. 16, N. Y. 
ORegon 99-6855 


Public Relations 


D. Parke Gisson 
PUBLIC RELATIONS 
Negro Market Counsel and Programming 
2621 Seventh Avenue 
NEW YORK 39, NEW YORK 


Write for Confidential 
Report on Negro Market 


Research Agencies 


MARKET STATISTICS, INC. 


CONSULTANTS TO 
SALES MANAGEMENT. 


Specialists in regional economy 
analysis, sales forecasting, set- 
ting sales quotas. 


630 THIRD AVE., 
NEW YORK 17, N. Y. 


Sales Forecasting 


DETERMINE 
YOUR SALES POTENTIALS 


Scientifically proven forecasting meth- 
ods will indicate your sales | year or 
more ahead. Currently used by many 
of the country's leading corporations. 

Allow us to send you, without obli- 
gation, our brochure on Sales Fore- 
casting. 


J. CARVEL LANGE, Inc. 


Subsidiary of 
Industrial Commodity Corporation—27th Year 


OXford 7-1262 


EVER READY LABEL 
CORPORATION 


357 Cortlandt St. - Belleville 9, N. J. 


Ever Ready for EVERY type of 
Label — Red-E-Stik® pressure- 
sensitive, caution, shipping, 
spot carbon, pin-feed “Auto- 
matabels”, foil, Metal-Cal, 
and hundreds of other kinds! 


Leaders in the Label Business 
for almost 50 years. 


In New York City, Call Plaza 1-3040 
Out of New York, Call Plymouth 9-5500 


122 East 42nd St.. New York 17, N. Y. 


Sales & Exec. Training 


SHOULD YOU DIVERSIFY 
OR CONCENTRATE 
ON PRESENT PRODUCTS? 


You get definitive answers to questions like this from 


FORBES RESEARCH 
AND CONSULTING SERVICES 


¢ Industrial « Consumer * Sharecwner 


For further information and brochure write: 
FORBES MARKETING RESEARCH INC. 
A subsidiary of Forbes Inc. 
70 Fifth Avenue + New York 11, N.Y. ¢ ORegon 5-7500 


The Alexander Hamilton Institute, famed 
for its executive-training Course, offers a 
free copy of its 48-page descriptive booklet 

(“Forging Ahead in Business’) 
to ambitious mec who wish to 
learn the basics of all departments 
of business. No obligation, of 
course. Dept. #236, Alexander 
Hamilton Institute, 71 W. 23rd 
Street, New York 10, N. Y. 


CREATIVE SALES TRAINING: 

meetings * brochures 

manuals «+ films + bulletins 
INCreASE visual sates presentations 
middie management training 

Wis EFFECTIVE SALES MANAGE- 
MENT SERVICES: forecasting 

Sale potentials + territory layout 
distribution cost analysis 


PORTER HENRY & CO., INC. 
342 Madison Ave., New York 


EDGAR STEINER & CO., INC. 
45 Rockefeller Plaza, 
New York 20, N. Y. 


Forty-four-year-old group of re- 
search engineers specializing in 
the study of all items and mate- 
rials used by clients as adjuncts 
to manufacturing and selling in 
order to reduce cost, create 
functional improvement, develop 
new or alternate items to meet 
similar requirements of use. 


Theatre Tickets for Business Use 


Over 60 years of Bettering 
Customer Relations 
through 


THEATRES — SPORTS — MUSIC 
Uniquely equipped to handle all 
ticket orders from a party of 2 to 
a convention of 10,000 


LEBLANG’S THEATRE TICKETS INC. 
224 W. 47th St., New York City 36 
PLaza 7-2300 
Industrial Division—Mr. *'R'’ 
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CESARE SIEPI 


STAR OF THE METROPOLITAN 
OPERA AND TV 


ike Other People of Good Taste 
SSARE SIEPI is Proud of his 
Possession—An Original 


Portrait by SCHNEIDER. 


Only $28.00 for? x13 


(sizes up to 24 x 30 and lorger) 
5 r round gif for 


The perfect yea 


t ness personal gift ng 


CARRIES NO PRICE TAG 

1S REMEMBERED EVERY DAY of the YEAR 
1S UNIQUE and CANNOT BE DUPLICATED 
1S WELCOMED BY THE RECIPIENT. HIS 
FAMILY, AND IS A MOST TREASURED HOUSE 
GUEST 

OFFERS SUPREME LUXURY AT BUDGET 
PRICES 


PORTRAITS BY SCHNEIDER 


12 WEYBRIDGE ROAD, GREAT NECK, N.Y. 


es that use POR- 


HOUR 


NEW YORK TO 


BOSTON 


Between 6:15 AM and 12:15 AM 
from LAGUARDIA 
(except 11:15 PM) 

Use Your Diners’ Club 
or Carte Blanche Card 
Call a travel agent or 


NORTHEAST 


AIRLINES 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Columbia Records, New York — Nor- 
man A. Adler appointed executive 
vice president with responsibility for 
the company’s entire marketing opera- 


tion. 


Foods, Cleveland, 


Klein named sales 


Durkee Famous 
Ohio—Robert L 


manager 


Ekco Products Co., Chicago — L. W 
Red) Flieman appointed sales man 
ager, special accounts, Premium and 
Specialty Sales Div 


Endicott Johnson Corp., New York 
Edgar B. Mooney, Ir., 


president marketing 


elected vice 


General Precision, Inc., New York 
Ralph \ 


of marketing 


Barnett appointed director 
General Precision is a 
subsidiary of General Precision Equip 


ment ¢ orp 


B. F. Goodrich Co., Akron, Ohio 
Byron H 


industrial products sales 


Darst named manager of 


Charles E. Hires Co., New York 
Theodore W 


create d P siti 


Prescott assumes newly 
n of vice preside nt mar 
He was formerly with N. W 
er & Son 


keting 


Mercedes-Benz Sales, Inc., South 
Bend, Ind. — J. Gordon Miller named 
Auto Union-DKW sales manager. 
Mercedes-Benz is a subsidiary of 
Studebaker- Packard Corp. 


Chas. Pfizer & Co., J. B. Roerig & Co. 
Div., New York — James P. Dodd 


named director of sales. 


Rexall Drug and Chemical Co., Los 
Angeles — Carl A. Setterstrom pro- 
moted to vice president marketing 


Riegel Textile Sales Co., New York 
- John M. Baugh, Jr., appointed vice 
president piece goods sales 


Stewart-Warner Corp., Chicago—Ear! 
A. Danciu named manager original 
equipment sales, Alemite and Instru- 
ment Div 


Union Carbide Corp., Union Carbide 
Chemicals Co. Div., New York—Rich- 
urd F. Brown appointed vice presi 
dent sales; Robert L 
president product marketing 


Duncan, vice 


Union Carbide Corp., Union Carbide 
Plastics Co. Div., New York—Richard 
M. Joslin promoted to vice president 


sale Ss 


Vendo Co., Kansas Citv, Mo 
B Ogden 


vice preside nt and general sales man 


Ht yseph 


issumes new position of 


iget 


TEMENT REQUIRE 
AS AMENDED 
AND JULY 2 
G THE OWNERSHII 
LATION oP MALS 
aT ' ‘ 


ha f eact ndividua 
“ALES MANAGEMENT 

Fatate of Exiward Leman |} 
tf Third Avenu New 


1 
anit 


stews, hold 
‘ 


PHILIP SALISBURY 
Publis 


forse me this 1th day of 


HELEN M VERLIN 


Copywriting Studio 


Confidential Work 
Add 26 copy 

te your staff not 
to your payroll—get a 
top creative team for « 
pre-agreed per-job fee. 
Persuasive Communication 
any kind — any medium 


MU.3-1455 


270 madiso y-16 


SALES REP., now selling advertisers and 
agencies in Upstate N. Y., needs addi- 
tional display and point-of-purchase lines, 
permanent and cardboard. Will be at 
POPAI show. Reply Box 1050, Sales Man- 
agement. 


COME BEARING GIFTS 
Be a Salesman who ‘comes bearing Gifts’. 
with a pocket full of CHARMING MINIATURE 
TREASURES for customers’ children 
Leave a Gift, on all calls, as your public rela- 
tions art, building Good Will 
A theusand choices, fractions of a penny ('%e) 
to two cents (2¢) each 


EPPY'S MINIATURE TREASURES 
91-15 144 Place Jamaica 35, WN 
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THE SCRATCH PAD 
| I URINE 


Something for politicians to pon- 
der: “That country is the fairest which 
is inhabited by the noblest minds.”— 
From a church bulletin-board. 

. 
Wrong number: Dial and error. 
7 

Headline for a Matson Line page in 

gelid January: “Strange Winterlude.” 
° 

Rock ‘n roll: Prelude to seasickness 
. 

By now you've seen the placard 
reading: “When evervthing else fails, 
try a summit meeting.” 

a 

Callirg all boatniks: Edgewater 
Steel’s Bill Heiner sends a headline 
with a surprise twist: “Let your sec- 
ynd car be a Chris-Craft.” 

. 

A “Cuban heel” isn’t necessarily 

part of a woman's shoe 
7 
Love- 


Island, 


Add _ unlikely 
ladies Harbor, 
N. J 


place-names: 


Long Beach 


e 

Hugh Scott knows a Chinese laun- 
dryman who was brushed by a passing 
car and went down with flying collars 
He also cites the coffee bean who 
said: “I'm tired of this instant stuff 
I’m going back to the old grind.” 

* 

I like your play-on-words, Eloise, 
but vou can be crazy about Maine 
and not be a Maine-iac 

* 

“What are you waiting for?” asked 
a headline on the obit page. Cut that 
out! 

@ 
Semantically, John Weslev seemed 


far out in this quote: “I am always in 


haste but never in a hurrv.” There's 
a difference? 
e 
The late Joe Katz hadn't slept well 
on the train to Virginia Hot Springs 
when he told us at a 4-A convention: 
“My name’s ‘Katz’ but Id like to meet 
the guy W ho wrote ‘Sleep like a kit- 
ten.” Just for laughs, we knew, and 
not to confute the railroad’s “Ches- 
sie.” 
+ 
I can’t prove it, but I have a hunch 
that most hard-milled soaps now con- 
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tain a dash of hexachlorophene, 
whether the label says “deodorant” or 
not. , 
7 
Wonder how Studebaker made out 
in July, August, and September by 
offering $100 discounts to bona fide 
stockholders? Anyway, I applaud the 
sales strategy. 
+ 
For years, “Let me get out of this 
wet bathing-suit and into a dry mar- 


tini” was credited to Bob Benchley. 
Lately, I have seen it attributed to 
Billy Wilder and later still to Gene 
Fowler. Too bad wisecracks can’t be 
copyrighted. 
7 
In 1938, I gave Whitman’s Sampler 
the epigram: “A woman never forgets 
the man who remembers.” A mere 22 
years later, I offer this line for the 
underside of the lid: “Choice Chart.” 
@ 


Title for column by NBC's Joe 
Harsch: “Harsch Comment.” 
. 


The new generation may never 
make the Diplomatic Corps but it will 
be better fitted than ours to claw its 
way through the human jungle. When 
I tipped over my glass of milk at din- 
ner, my niece Linda, aged four, fixed 
me with a steady gaze and said: “You're 


a slob!” The defense yielded. 


with me over the years: 


ices. 


conversation. 


sparring for the monologue. 


Sparring for the Monologue 


A sports writer away back there who dished the daily dope 
under the byline “Jim Nasium” had a phrase that has stuck 


“Sparring for the monologue.” 


I don’t have to blueprint its import for those of you who 
ever took part in a bull-session in college or in the armed serv- 


Forgive me if I stress this matter of the poor listener. I'm 
guilty of the habit myself and can't help thinking how disastrous 
it is in the field of personal selling. 


Windjammers were popular in the days of sail, and I mean 
that of course in the literal sense. But no prospect, I guarantee, 
wants to do business with a salesman who monopolizes the 


Knowing that most human beings were raised on yak’s milk, 
percipient salesmen try to get them going on their pet subject— 
golf, music, travel, dames, you name it. 


When the prospect has enjoyed himself expounding his theo- 
ries, and does not suspect that he was trapped, he is in a better 
mood to buy whatever product or service is presented later. 


It's simple psychology, and fit to be tried. 


[ have a cousin-by-marriage who is one of the nicest guys 
in the world. He is such a good listener, I'm not sure he isn’t 
leading me down the garden path, for he says “yes” and again 
“yes” before I have made my point. 


But he’s doing better in business than the type that is always 


T.H.T. 
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“competition is our b 


Jock Curtice, Stanford Univer 
sity's football coach, treated a 8. F 
Goodrich saies meeting to an inspir 
ng old fashioned ‘desire’ tocker 
room talk. Y. A. Tittle, Ted Lindsay, 
Galen Fiss, Stan Musial are others 
who heve appeared at Goodrich 
gathenngs 


Bristol Myers recently built « 
sales convention sround an appear 
ance by Roy Harris, the pride of Cut 
and Shoot and the 
heavyweight helped make 
successful 


Texas cotorty 


most 


Jesse Owens, st one time the 
fastest man alive. has frequently ap 
peered as SPORTS ‘LLUSTRATED's 
representative at sales meetings in 


Johnny Lujack spoke and partic 
ipated at Equitable Life's 100th anni 
versary sports show at Madison 


Square Garden. New York 


Speechmaking is not a decathion 
event, but if it were, Olympian Bob 
Mathias might have been even more 
formidable in his speciatty. Bob has 
proved this beyond doubt st a score 
of SPORTS ILLUSTRATED sales meet 
ing and Sports Carnival appearances 


3 
Stan Musial appeared most re 
cently at a Prince Gardner saies meet 
ing in his home town of St. Louis. At 
his restaurant he has also hosted 


many convivial convention dinners 
y 


Bonnie Prudden, Sis physica! 
fitness expert. has appeared for 
SPORTS ILLUSTRATED 
sales meetings 


at a dozen 
WMustrating her re 
marks dramatically with actual exer 
cise demonstrations 


The newest LPGA pro on the 
circuit, winsome Barbara Romack, 
pated in a special SPORTS 
uncheon at Stern 


Kyle Rote, 9-year N.Y. Giants 
veteran, has appeared at B. F. Good- 
rich, Schieffiin, and Menhattan Shirt 


aap 

Gil Hodges, veteran first baseman 
of the World's Champion Dodgers 
made a SPORTS ILLUSTRATED 
sponsored appearance at Cities 
Service's spectacular “Deaierama 
in New York. Gil posed for pictures 
with dealers and their families 


Marlene Bauer Hagge, one of 
golfdom's most attractive competi 
tors, was SPORTS ILLUSTRATED's 
representative at the Mutual Life In- 
surance Co.'s convention in Miami 


Hamilton Watch Co. salesmen 


and executives had a chance to meet 
Sem Snead at their convention in 


usiness” 


near his home town of Chicago 


He hes st se of tis Olympian 


presence and personality 


They aren't marketing experts. They aren't spelibind- 
ers. Most of them don't even think of themselves as 
salesmen. 

But in recent years, at sales meetings, at conven 
tions, and in stores the country over, these men and 
women have proved for countless Sports ILLUSTRATED 


advertisers that they are just about the best sales 
force ever assembled 


They are, collectively, the sports stars of America. 

Any sales manager would love to recruit a half 
dozen of them—and in fact, usually tries and some- 
times succeeds. They are alert, personable, and have 
that special assurance that comes from constant per- 
forming in the public eye. 


Moreover, when it comes to competitive selling, 


sales meetings, among numerous 


department store in New York & others in the New York area 


Lancaster, Pa as SPORTS 
ILLUSTRATED's representative, he 
gave a golf clinic 


where 


they can talk, with some authority, because competi- 
tion is their business! 

Most of the sports stars whose personal appear- 
ances are recorded here—and many other sports fig- 
ures of similar stature—are available to you. 

If you (or when you) advertise in Sports Itus- 
TRATED, why not get them to help you highlight a con- 
vention, spark a sales meeting, front a promotion? 
For competition is not only their game—it's their busi- 
ness. And yours. 

If you'd like your sales personnel to meet one or 


more of them, simply mention it to your Sports Ii.us- 
TRATED salesman. 


SPORTS ILLUSTRATED 


fa ———— 
oe 4 * saeree ee ee 


seen eeseteel etden eee 


B 


Media’s L 


To a seller of Halloween masks, the 
pulling power of an advertising medium 


Pulling Power The Chicago Tribune, with a circulation 
= 114 times that of any other Chicago 


Circulation Volume 
— - newspaper, out-pulls the other papers 
To media men, pulling power is influ- Editorial Vitality 
enced by several interrelated factors. x 


The law or formula looks like this: Reader Confidence 


is equal to the number of masks sold. 
by at least 3 to 1 and as much as 15 tol. 


Chicago Tribune 


